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Beatson  Clark- 
confidence  in  glass. 


Beatson  glass 
containers  provide 
the  necessary  protection 
for  packaging  pharmaceutical 
products,  in  white  flint  and  amber 
glass. 


serve  the 
pharmaceutical 
world  with  most  types  of 
medicinal  glass  containers. 

Ask  your  wholesaler. 
Beatson,  Clark  &  Co.  Ltd. 
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Beatson  Clark  have  been  making  Rotherham,  S.Yorks.S60'2AA  ^fjs/ 
glass  for  two  centuries  and  today       Tel:  0709  79141  Telex:  54329 
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Cover  recommended  by  W.H 

Influvac  protects  against  currently 
circulating  virus  strains  and  is  formulated 
to  conform  to  the  latest  recommendations 

of  the  World  Health  Organizatio  .. 

Pre-f  tiled  syringe  presentation 
Influvac  is  also  available  in  pre- 
single dose Cartrix  syringes—  co 
sto 


Wholesaler  service  and  reservation 

Your  usual  supplier  has  stocks  of 
uvac  now.  Extra-high  demand  during 
he  season  can  mean  delays  in  supply,  so  it 
ise  to  reserve  your  supplies  of  Influvac  now. 
This  will  enable  us  to  have  a  good  basis  for  estimating 
demand,  and  you  will  be  sure  that  supplies  are  available 
when  you  need  them.  Contact  your  wholesaler  now,  or  ask  the 
Duphar  representative  for  details  of  the  *mm0 
nfluvac  reservation  scheme. 


Composition: 

An  inactivated  influenza  vaccine  composed  in 
accordance  with  the  recommendations  of  the  W  H  O 
Properties: 

An  effective  influenza  vaccine  giving  up  to  12  months 
protection  against  prevalent  strains  of  influenza.  Influvac 
is  purified  by  zonal  centrifugation  The  use  of 
G-propiolactone  as  the  inactivating  agent,  rather  than 
formalin,  means  that  Influvac  causes  little  or  no  stinging 
sensation  on  injection  The  low-volume  0  5ml  dose  results 
in  less  discomfort  at  the  site  of  injection  Influvac  is  an 
aqueous  vaccine  and  is  easily  administered 
Dosage  and  Administration: 
Adults  (over  25  years)  0  5ml 


influvac 

Influenza  Vaccine  B.P. 


Adults  and  children  (9-25  years)  0  5ml  followed  by  a 
second  injection  of  0  5ml  not  less  than  4  weeks  later 
Children  (under  9  years)  when  serious  risks  exist  from 
influenza  because  of  chronic  lung  or  heart  disease  0  25ml 
followed  by  a  second  iniection  of  0  25ml  not  less  than 
4  weeks  later  Allow  vaccine  to  reach  room  temperature 
before  intramuscular  injection. 
Indications: 

Prevention  of  influenza,  especially  in  persons  suffering 

from  chronic  bronchitis  and  other  high  risk  conditions 

such  as  heart,  chest  or  renal  disorders,  those  over  the  age 

of  50,  key  personnel 

Contra-indications  and  Warnings: 

Hypersensitivity  to  egg,  chicken  protein  and  feathers 


test  service 


Neurological  disorders  such  as  encephalomyelitis  and 
neuritis  after  influenza  vaccination  have  rarely  been- 
reported  An  association  has  not  been  demonstrated 
except  in  the  case  of  the  Guillain  Barre  Syndrome,  (U  S  A 
mass  vaccination  programme  1976)  The  vaccine  contains 
a  maximum  per  dose  of  0.00625/jg  neomycin  and 
0  00625  I  U  polymixin  Use  with  caution  in  patients 
hypersensitive  to  these  antibiotics. 
Presentations  and  Basic  NHS  costs: 
Single  dose  pre-filled  syringes  £1 .70 
10dose(5ml)vials  £1560 
50  dose  (25ml)  vials  £73  50 

Product  Licence  No:  051 2  0048 
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"It  is  important  to  recognise  when  determining  regional 
plans  that  pharmacy  has  a  large  part  to  play  in  the  primary 
health  care  services  as  well  as  in  the  managed  hospital 
sector." 

That  statement  hardly  comes  as  a  divine  revelation  to 
the  profession,  but  it  is  fundamental  and  the  recognition 
of  its  truth  in  a  draft  regional  strategy  for  the 
pharmaceutical  services  in  the  North  West  Thames 
RHA  area  is  therefore  to  be  warmly  welcomed  ( p1 77 ) . 
The  document  goes  on  to  make  more  worthwhile  points: — 

□  Because  the  dispensing  service  is  generally  satisfactory 
and  effective  is  no  reason  for  taking  it  for  granted. 

□  The  general  practice  pharmacist's  non-NHS  contractual 
functions  are  financially  dependent  on  the  viability  of  his 
general  business,  but  they  are  essential  contributions  to 
primary  health  care  and  should  be  fostered  rather  than 
discouraged. 

□  It  is  important  that  care  should  be  taken  in  planning 
other  aspects  of  the  health  service  so  that  the  viability  of 
the  pharmaceutical  service  is  not  jeopardised. 

What  a  pity  that  the  Royal  Commission  on  the  NHS, 
in  proposing  a  national  strategy,  did  not  have  the  same 
feeling  for  the  pharmaceutical  service  and  its  role  so 
clearly  evident  in  the  RHA  document.  From  the 
Commission   came  such   ill-considered  masterpieces  as 
"It  is  not  clear  how  far,  if  at  all,  small  pharmacies  should 
be  preserved  from  the  effects  of  competition,"  and  "We 
are  not  convinced  that  there  is  sufficient  difficulty  in 
getting  NHS  prescriptions  dispensed  to  warrant  the 
introduction  of  a  national  system  for  controlling  the 
location  of  pharmacies." 

That,  after  three  years'  work.  Yet  a  single  RHA,  in  a 
few  short  paragraphs,  can  even  identify,  not  only  the 
economic  effects  of  relocation  of  surgeries,  but  the  doubts 
which  may  deter  the  formation  of  consortia  in  health 
centres — such  as  lack  of  information  on  realistic  cost 
estimates  at  an  early  enough  stage.  The  Commission 
did  not  even  consider  consortia:  it  favoured  a  salaried 
service  in  health  centres — which  could  effectively  kill  off 
the  primary  care  role  of  the  GP  pharmacist.  So  much  for 
taking  the  broad  view! 

Dangerous  road 

Whether  and  how  the  National  Association  of 
Pharmaceutical  Distributors  puts  into  effect  its  proposal 
to  advise  prescribers  in  favour  of  generic  methyldopa 
(p176),  it  is  evident  that  the  death-throes  of  resale  price 
maintenance  on  "ethicals"  are  becoming  more  bloody. 
The  NAPD  is  incensed  over  Merck,  Sharp  &  Dohme's 
apparent  preference  for  direct  dealing  with  retail 
pharmacists,  allied  to  a  low  wholesaler  margin. 

And,  smarting  under  the  general  reduction  in  margins 
imposed  by  several  major  manufacturers,  it  has  asked  an 
expert  to  look  at  the  anti-trust  implications — a  dangerous 
road  which  might  lead  further  than  anyone  would  wish. 

Sangers'  chairman  this  week  complains  that 
"competitors  seem  to  have  abandoned  RPM  completely" 
and  he  draws  attention  to  the  escalating  costs  of  labour 
and  fuel.  Already  we  are  hearing  of  chemists  unable  to 
obtain  supplies  because  of  minimum-order  requirements 
they  are  unable  or  unwilling  to  meet. 

It  is  a  fight  no-one  can  win.  Manufacturers  will  lose 
distribution,  wholesalers  and  retail  pharmacies  will  go  to 
the  wall — and  the  patient  will  suffer  as  a  result  of  reduced 
service.  Why  were  the  warnings  not  heeded? 
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ICI  still  under 
strike  threat 


NAPD  push  generic 
methyldopa 

The  National  Association  of  Pharmaceu-  fight  a  manufacturer  that  deprives  whole- 
tical  Distributors  is  considering  a  salers  of  their  livelihoods.  Recently 
campaign  to  persuade  general  practice  NAPD  announced  it  was  to  engage  a 
doctors  to  prescribe  methyldopa  instead  European  law  specialist  to  investigate 
of  Aldomet.  The  wholesalers  are  angry  whether  there  had  been  any  breaches  of 
with  Merck,  Sharp  and  Dohme  for  US  or  European  anti-trust  law. 
cutting  their  resale  margins.  A  spokesman  for  MSD  told  C&D  they 

A  spokesman  for  NAPD  says  the  would  await  firm  action  by  NAPD 
campaign    is   one  of   several    ideas   to     before  committing  themselves. 

Who  gains  in  RPM  collapse? 
asks  PATA  Council 


No-one  has  answered  the  basic  question 
of  who  gains  when  every  wholesaler  is 
giving  the  same  discounts,  says  the  Pro- 
prietory Articles  Trade  Association  in  its 
June  Newsletter. 

The  PATA  Council  reiterates  its  belief 
that  the  arguments  used  in  1970  still  hold 
today,  the  only  important  changes  have 
been  in  the  attitude  of  some  people 
towards  resale  price  maintenance.  The 
Council  believes  the  battle  is  not  yet  lost 
and  that  ways  can  be  found  to  enable 
manufacturers  to  enforce  their  legal 
rights  in  the  interests  of  the  whole  pro- 
fession. PATA  says  it  will  assist  manu- 
facturers in  any  way  it  can. 

The  Council  says  the  legal  right  of 
manufacturers  to  enforce  conditions  of 
sale  at  retail  level  has  always  been 
upheld.  Because  the  same  Act  applies 
equally  to  wholesale,  the  council  does 
not  accept  RPM  is  unenforceable  until 
it  has  been  tested — "not  only  in  respect 
of  direct  discounting,  but  also  in  respect 
of  profit  or  discount  in  any  form  based 
on  purchases  of  RPM  goods,  whether  by 
a  wholesaler,  group  or  mutual  society." 

PATA  warns  retail  pharmacists  that 
the  breakdown  of  RPM  at  wholesale 
level  would  seriously  affect  profits 
because  the  discounted  prices  would  be 
used  for  the  calculation  of  on-cost. 

When  presenting  the  annual  reports, 
PATA  president,  Mr  R.  Anderson,  said 
it  was  up  to  pharmacy  to  put  its  own 
house  in  order.  If  manufacturers  were 
determined  to  uphold  their  rights  under 
the  Restrictive  Trade  Practices  Act  1956, 
the  main  body  of  pharmacy  would 
support  them.  Mr  Anderson  asks  if 
PATA  could  have  played  a  more  effec- 
tive role  in  wholesale  discounts  if  the 
majority  of  "ethical"  manufacturers  had 
been  members. 

On  RPM  at  retail  level,  PATA  says 


Panel  report  expected 

A  statement  from  the  independent 
panel  considering  contractors'  remun- 
eration was  expected  on  Wednesday 
after  C&D  went  to  press.  Details  will 
be  published  as  soon  as  they  are  made 
available. 


the  number  of  price-cutting  traders 
reported  during  1978  was  268,  a  reduc- 
tion of  34  over  the  previous  year. 
Members  at  the  end  of  the  year  included 
38  manufacturers.  18  wholesalers,  37 
affiliated  wholesalers  and  6,140  retailers. 

Lighter  warning 

A  warning  has  been  issued  that  toy  ciga- 
rette lighters  purchased  from  vending 
machines  may  constitute  a  fire  hazard  to 
children. 

Minister  for  Consumer  Affairs,  Mrs 
Sally  Oppenheim,  says  parents  of  chil- 
dren who  might  have  bought  toy  cigar- 
ette lighters  from  vending  machines  in 
recent  weeks  should  under  no  circum- 
stances permit  them  to  attempt  to  ignite 
these  lighters. 


Imperial  Chemical  Industries  was  still 
under  threat  of  strike  action  by  scientific 
staff  on  Tuesday  after  an  improved  offer 
was  made  to  the  unions  last  week,  but  a 
spokesman  for  the  company  described 
newspaper  reports  of  a  possible  complete 
shutdown  as  exaggerated. 

The  offer  of  between  16  and  18  per 
cent  was  made  after  the  original  offer 
of  between  84-  and  13  per  cent  was  re- 
jected by  the  Association  of  Scientific, 
Technical  and  Managerial  Staffs. 
ASTMS  divisional  officer.  Roger  Ward, 
said  they  had  issued  a  statement  to  their 
members,  recommending  rejection  of  the 
offer  because  it  would  mean  that  some 
junior  staff  would  only  receive  a  12  per 
cent  rise.  "I  am  not  optimistic  about  the 
chances  of  management  renewing  their 
latest  offer",  Mr  Ward  told  C&D.  A 
decision  by  scientific  staff  should  be 
made  early  next  week.  If  negative, 
ASTMS  will  be  calling  their  members 
out  on  a  one-day  strike  on  August  7. 

A  spokesman  for  ICI  said  a  one-day 
strike  would  not  have  any  effect  on 
deliveries  to  retail  chemists. 
□  To  offset  adverse  economic  trends. 
ICI  must  be  ingenious  in  modifying  pro- 
cesses to  make  the  best  use  of  feedstocks 
and  energy.  Mr  Chris  Hampson.  the 
company's  general  manager  in  charge  of 
planning,  in  a  paper  prepared  for  the 
Central  Business  and  Investment  Com- 
mittee, Id's  joint  management  and  em- 
ployee forum,  says  TCI  should  concen- 
trate on  selected  technology  and  "up 
market"  products. 
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Vestric  expand 


Don't  jeopardise  retail 
pharmacy,  says  RHA 


The  viability  of  Ihe  pharmaceutical  ser- 
vice must  not  be  jeopardised  in  planning 
health  services  and  the  vital  supportive 
functions  performed  by  the  retail  phar- 
macists should  not  be  overlooked,  says  a 
consultative  document  produced  by  the 
North  West  Thames  Regional  Health 
Authority. 

In  the  pharmaceutical  section  of  the 
Authority's  draft  regional  strategy, 
which  concentrates  on  the  spiralling  cost 
of  drugs  to  the  hospital  service,  atten- 
tion is  drawn  to  the  valuable  public  ser- 
vice the  retail  pharmacist  performs  in 
the  primary  health  care  sector.  The 
document  bemoans  the  number  of 
closures  of  retail  pharmacies,  spotlight- 
ing Hertfordshire  as  a  particular  ex- 
ample because  although  the  population 
has  grown  by  7.7  per  cent  between  1966 
and  1976  there  were  28  (or  14  per  cent) 
pharmacy  closures  in  this  period.  The 
document  supports  the  idea  of  a  health 
centre  pharmacy  service  being  provided 
by  a  consortium. 

The  essential  contributions  made  by 
retail  pharmacies  to  primary  health  care 
should  be  fostered,  the  document  says, 
and  identifies  these  as: 

□  Keeping  doctors  and  other  health 
care  workers  up  to  date  on  drug  usage, 
including  availability,  dosage,  cost  and 
possible  interactions 

□  Advising  patients  in  the  treatment  of 


minor  ailments,  thus  saving  GPs'  time 
□  Advising  customers  on  para-medical 
problems,  such  as  personal  and  domestic 
hygiene,  dieting  and  a  wide  range  of 
problems  affecting  the  very  young  and 
very  old. 

Provision  must  be  made  for  the  con- 
tinuing education  of  the  general  practice 
pharmacist,  the  document  recommends, 
and  this  must  commence  during  the  pre- 
registration  year  and  continue  through- 
out the  pharmacist's  professional  career. 

On  the  thorny  question  of  escalating 
drug  expenditure,  the  document  attri- 
butes this  to  continuing  innovations  and 
developments  in  drug  therapy  arising 
from  the  pharmaceutical  industry  and 
clinical  research.  Doctors  in  hospital  do 
not  adopt  innovations  or  developments 
in  drug  therapy  unless  they  believe  they 
will  have  real  benefits  and  the  control 
of  drug  expenditure  thus  poses  major 
ethical  problems.  The  introduction  of 
arbitrary  controls  over  the  use  of  im- 
proved, but  more  expensive,  drug  treat- 
ments would  be  opposed  by  most  of  the 
medical  profession  but  if  there  is  no 
reduction  in  the  level  of  acute  services 
and  resources  are  not  available  for  in- 
creased drug  expenditure,  says  the  docu- 
ment, decisions  may  have  to  be  taken 
which  would  deny  some  patients  the 
drug  therapy  acknowledged  to  be  the 
most  effective  or  safest. 


Five  barbiturates  under  MDA 


photo  operations 

Vestric  intend  to  expand  their  photo- 
graphic operations  in  the  Greater  Lon- 
don area  to  cover,  in  addition  to  their 
existing  chemist  customers,  photographic 
dealer  outlets. 

A  statement  issued  to  the  photogra- 
phic trade  Press  last  week,  and  published 
in  Hot  News,  the  newspaper  of  the 
Photographic  Dealers  Association,  in- 
vites dealers  to  discuss  the  "special  dis- 
count terms  which  will  be  available  to 
all  Vestric  customers  on  a  wide  range 
of  products."  The  statement  adds  that 
the  service  is  based  on  daily  deliveries. 

However,  a  spokesman  denied  this 
week  that  Vestric  were  courting  new 
non-chemist  outlets:  the  group  had 
always  supplied  photographic  dealers 
who  were  customers  of  wholesale  com- 
panies which  formed  Vestric — many  of 
them  owned  by  independent  chemist 
customers.  The  intention  was  to  operate 
the  business  from  these  outlets,  the 
spokesman  said. 

Mr  Derek  Barrett,  the  new  southern 
district  photographic  products  represen- 
tative (last  week,  pi  67).  has  been 
appointed  to  develop  sales  and  service 
in  the  London  area. 

Rise  for  hospital 
pharmacists 

Salary  increases  for  hospital  pharmacists 
ranging  between  10  and  14  per  cent  were 
expected  to  be  announced  this  week  as 
C&D  went  to  press. 

At  a  meeting  of  the  Pharmaceutical 
Whitley  Council  on  August  1,  salary 
rises,  based  on  those  negotiated  by  the 
scientific  civil  service  unions  which 
ranged  between  17  and  34  per  cent,  were 
to  be  discussed. 

Salaries  for  grades  4  and  5,  and 
officers,  were  also  expected  to  be  dis- 
cussed but  a  spokesman  for  the  Guild  of 
Hospital  Pharmacists  said  it  would  be 
some  time  before  these  were  settled. 
"We  have  a  lot  of  catching-up  to  do 
since  1975  and  the  final  settlement  should 
reflect  relativities  with  hospital  doctors 
and  other  professionals  in  the  NHS",  he 
said. 

Irish  Congress  at 
Sligo  this  year 

The  1979  Irish  Pharmaceutical  Congress 
is  to  be  held  on  October  14-18  at  Sligo 
Park  Hotel,  Sligo.  The  programme 
includes  a  lecture  by  Professor  Shellard 
on  health  foods  and  herbal  remedies; 
seminars  on  problems  of  childhood,  and 
health  education  and  the  pharmacist  and 
a  symposium  on  adverse  effects, 
pharmacy  prescribing  and  veterinary 
medicines.  Applications  (£78  single  room; 
£65  per  person  twin  room)  should  be 
made  to  Margaret  Heador,  honorary 
treasurer,  Strandhill  Road,  Sligo. 


Only  five  barbiturates  are  likely  to  come 
under  the  control  of  the  Misuse  of 
Drugs  Act  (last  week,  pi 33).  They  are 
amylobarbitone,  butobarbitone,  cyclo- 
barbitone,  pentobarbitone  and  quinal- 
barbitone. 

The  proposal  at  the  moment  is  that 
they  will  be  included  in  Schedule  3  of 
the  Misuse  of  Drugs  Regulations  1973. 
No  records  of  supply  or  purchase  of 
Schedule  3  drugs  need  be  kept  in  the 
Controlled  Drug  Register.  It  is  con- 
sidered that  such  drugs  are  not  likely  to 


Applications  are  invited  from  Unichem 
members  to  make  up  a  party  which  will 
embark  on  a  28-day  global  tour  in  1980 
to  trace  the  route  pharmacy  has  taken 
in  selected  countries,  including  some  in 
the  Third  World. 

The  party  will  leave  on  May  12  and 
will  present  pharmacists  with  an  oppor- 
tunity to  look  at  retail  pharmacy  in  other 
countries  and  compare  the  problems 
faced  by  pharmacists  in  countries  like 
India,  the  USA,  New  Zealand,  Hong 
Kong  and  Australia. 

Visits  to  places  of  cultural,  geo- 
graphical and  historic  interest  will  be 
included  in  the  tour. 

Applications  for  the  tour  (cost,  sub- 


be  as  misused  as  those  in  Schedule  2 
(diamorphine,  morphine,  major  stimu- 
lants). 

The  five  barbiturates  will  probably 
also  be  designated  class  B  drugs  under 
the  Misuse  of  Drugs  Act.  Division  into 
classes  A,  B  and  C  reflects  the  degree  of 
severity  of  the  sentences  imposed  for 
offences  under  the  Act,  A  being  the  most 
serious.  A  few  weeks  ago  the  Advisory 
Council  on  the  Misuse  of  Drugs  recom- 
mended that  cannabis  be  moved  from 
class  B  to  C  (C&D,  June  30,  plOOl). 


ject  to  surcharges.  £1.522  per  person) 
should  be  made  as  early  as  possible. 
Unichem  is  offering  a  concession  to 
members  to  amortise  the  cost  of  the  tour 
over  an  extended  period. 

Further  details  are  available  from  Mrs 
L.  Shurley.  Unichem  Ltd.  Crown  House, 
Station  Road.  Morden,  Surrey. 

Smallpox  vaccine 

Stocks  of  Dried  Smallpox  Vaccine  BP 
(last  week.  pl34)  are  held  at  only  five 
Vestric  branches.  However  a  spokesman 
for  Vestric  told  C&D  that  local  branches 
can  order  supplies  from  one  of  these  five 
centres. 


Unichem  plan  world  tour 
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Print  photography  has 
future  as  memory  aid 


Electronic  or  video  systems  will  not  re- 
place the  photographic  print  as  a  visible 
memory  aid  until  the  next  century, 
according  to  Polaroid  senior  vice-presi- 
dent, Dr  Richard  Young. 

It  will  take  that  time  for  the  systems 
to  reach  the  stage  of  pocketable  devices. 
Dr  Young  told  a  convention  on 
"Photography's  future  today"  held  in 
Sydney,  Australia,  last  month.  However, 
some  observers  of  the  industry  were 
predicting  that  the  entire  snapshot  mar- 
ket would  be  "instant"  by  1990  and  that 
the  advent  of  instant  colour  negatives 
and  slides  during  the  1980s  would  con- 
fine traditional  photography  to  purely 
professional  applications  by  around  the 
year  1995. 

Instant  photography  took  42  per  cent 


of  the  US  camera  market  in  1978 — 
against  22  per  cent  in  1975 — and  the 
trend  was  similar  in  Europe. 

Dr  Young  claimed  that  women  should 
be  the  photo  industry's  main  target.  For 
several  years  they  had  made  80  per  cent 
of  film  purchases  and  now  accounted 
for  an  increasing  proportion  of  camera 
purchases. 

Current  surveys  indicate  that  in  the 
UK  51  per  cent  of  all  cameras  are  used 
by  women — though  that  figure  is  well 
ahead  of  the  USA  and  other  European 
countries.  "I  believe  the  time  will  come 
when  a  housewife  will  automatically 
carry  her  camera  on  shopping  expedi- 
tions to  quickly  note  for  other  members 
of  the  family  new  furniture  designs  she 
would  like  to  buy." 


Extra  fees  for 
dispensing 

The  Department  of  Health  has  agreed  to 
pay  a  24p  fee  for  each  extra  quantity 
where  certain  Health  Service  prescrip- 
tions require  dispensing  in  more  than 
one  container. 

The  agreement  follows  representations 
from  the  Pharmaceutical  Services  Nego- 
tiating Committee  and  concerns  packed 
proprietary  products  requiring  the  addi- 
tion of  a  vehicle  by  the  chemist.  Where 
liquids  of  limited  stability  result,  neces- 
sitating supply  in  more  than  one  con- 
tainer for  pharmaceutical  reasons,  the 
prescription  should  be  endorsed  with  the 
number  of  extra  quantities  and  a  24p 
fee  will  be  paid  for  each. 

The  new  provision,  to  take  effect  on 
October  1,  will  appear  in  the  Drug 
Tariff  (when  amended)  as  Part  IIIA 
4(b).  The  present  4(b)  and  4(c)  will  be 
renumbered. 


VACCINE 
IS 

LIFE 


CHOOSE 

16 


OR 


FIGHT  AGAINST 
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Some  of  the  entries  in  the  British  Safety  Council's  "World's  longest  safety  poster"  competition,  displayed  last  week  in  London. 
The  competition  was  held  to  promote  safety  awareness  and  attracted  120  teams  of  8-15-year-olds  from  schools  and  other 
organisations  around  the  UK.  The  teams  added  their  contribution  to  the  poster  over  a  succession  of  three  days 
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PEOPLE 


Tudor  Photographic  Group  plant  director, 
lf      Mr  Laurie  Palmer  (right),  presenting 
P      Mr  Joe  Kelly  MPS  with  a  cut  glass 

decanter  to  mark  his  retirement.  Mr  Kelly 
n      retired  recently  after  40  years  in  pharmacy 
»      in  Barnet 
\ 

Mr  R.  B.  Harrison,  has  been  renomina- 
ted by  the  Pharmaceutical  Services 
Negotiating  Committee  to  serve  on  the 
"I  Welsh  Pricing  Committee  from  Aug  1. 
Mrs  Margaret  Thatcher,  the  Prime 
Minister,  has  been  elected  an  honorary 
fellow  to  both  the  Chemical  Society  and 
the  Royal  Institute  of  Chemistry.  Mrs 
Thatcher  studied  chemistry  at  Somerville 
College,  Oxford  and  worked  as  a 
research  chemist  for  British  Industrial 
Plastics  and  J.  Lyons  during  the  years 
1947-51. 

Mr  G.  Zemmel,  MPS,  10  Mocha  Parade, 
Lower  Broughton,  Salford  M7  9QE, 
asks  us  to  point  out  that  a  year  ago  he 
moved  his  business  to  this  address  from 
65  Reddish  Lane,  Gorton,  Manchester 
18.  As  he  is  in  a  new  shopping  precinct 
where  two-thirds  of  the  shops  are  not 
yet  built,  he  feels,  he  is  "off  the  beaten 
track"  and  rarely  sees  representatives. 

Deaths 

McCombie:   Mrs   Agnes   Gardner  Mc- 
Combie,  who  was  registered  as  an  MPS 
i  in  1927  and  later  moved  to  California. 
J|  j  She  lived  formerly  in  Glasgow. 

Kane:  Mr  Charles  Gerard  Joseph  Kane, 
MPSNI,  FBOA,  15  Darling  Street, 
Enniskillen,  suddenly  on  14  July  1979. 
Mr  Kane  served  his  apprenticeship  with 
Mr  W.  J.  McAuley  of  Cookstown  and 
for  over  30  years  had  his  own  business 
in  Enniskillen. 

News  in  brief 

□  Sales  of  complete  safety  razor  sets, 
at  4.29  million  were  up  in  the  first 
quarter  of  1979  compared  with  a  similar 
period  in  1978  when  the  figure  was 
3.774m.  Sales  of  separate  blades,  how- 
ever, were  down  at  7,940m  (11.583). 

□  The  latest  in  a  series  of  Guides  to 
Safe  Practice  for  Chemicals,  published 
by  the  Chemical  Industry  Safety  and 
Health  Council  (CISHEC)  is  now  avail- 
able. It  sets  out  a  code  of  practice  on 
precautions  against  fire  and  explosion  in 
vinyl  chloride  manufacture  and  can  be 
obtained  from  Chemical  Industries  Asso- 
ciation Ltd,  Alembic  House.  93  Albert- 
Embankment,  London  SE1  7TU. 


TOPICAL  REFLECTIONS 

by  Xrayser 

Open  wide! 

Dentists  and  dental  treatment  loom  high  in  my  memories  of  childhood. 
They  range  from  the  school  lady-dentist  with  her  excruciating  foot- 
operated  drill,  to  weekly  visits  to  the  orthodontic  department  of  the  local 
medical  school  where  a  succession  of  students  laboured  over  me 
adjusting  caps  and  wires  cemented  to  the  unruly  giant  teeth  inherited 
from  father,  in  order  to  fit  them  into  the  small  jaw  which  was  the 
maternal  legacy.  A  final,  awful,  supervised  student  operation  for 
impacted  wisdoms  made  for  perfection,  though  my  sense  of  fulfilment  at 
the  occasion  was  marred  by  my  being  put  off  the  tram  on  my  way  home 
— I  was  still  dazed  after  the  anaesthetic  and  could  not  speak  properly, 
so  the  conductor  thought  I  was  drunk! 

Further  education  came  my  way  at  college  at  a  lecture  in  which  the 
importance  of  correct  brushing  was  stressed.  "Never,  never  brush 
sideways,  always  brush  away  from  the  gums.  Never,  never,  brush 
towards  the  gums  or  they  will  be  pushed  away  from  the  teeth."  Being 
an  innocent,  thinking  sort  of  lad,  I  chose  that  moment  to  interrupt, 
beginning  with  that  exasperating  word  "Surely"  .  .  .  "Surely,"  I  asked, 
"the  way  our  teeth  are  formed,  the  acts  of  biting  and  chewing  also  press 
against  the  gums,  and  in  fact  such  actions  strengthen  them?"  I 
continued  by  suggesting  that  it  couldn't  really  matter  much  how  we 
brushed  so  long  as  we  cleared  the  debris.  I  was  told  to  sit  down  and 
shut  up,  or  if  I  thought  I  knew  better,  to  take  over  the  lecture.  You  may 
imagine  my  satisfaction  when  I  read  some  time  ago  (and  twenty  years 
on)  that  I  wasn't  so  far  wrong  after  all. 

But  innocent  common  sense  is  not  enough.  It  was  good  to  read  the 
articles  last  week  on  oral  hygiene  which  informed  most  completely.  I 
had  not  appreciated,  for  example,  the  differences  in  formulation, 
fluoride  content  and  type,  abrasives  and  wetting  agents,  between  the 
various  brands  of  toothpastes.  I  agreed,  too,  with  the  criticism  of 
pharmaceutical  formulations  in  which  sucrose  forms  a  large  part — it 
has  always  seemed  daft  to  me  to  make  throat  tablets  with  the  substance 
accepted  as  the  most  cariogenic  known  to  man.  Why  can't  we  produce 
gelatine-based  carriers  for  such  medicaments  as  may  be  proved  useful — 
savoury-flavoured  perhaps — though  I  have  doubts  as  to  whether 
antiseptics  should  be  introduced  into  the  mouth  this  way  without  some 
thought  as  to  what  we  are  trying  to  achieve. 

It  is  probably  coincidence,  but  lately  I  have  had  a  whole  stream  of 
people  in  the  shop  with  sore  mouths,  tongues  swollen  and  raw.  Inquiries 
all  ended  with  the  news  that  "Yes,  I  have  had  a  course  of  antibiotics 
recently."  I  don't  give  throat  sweets,  but  suggest  yeast  tablets  in  big 
doses  and  perhaps  some  live  yoghurt.  Empiric,  I  know,  but  it  seems  to 
work,  restoring  some  upset  natural  balance,  and  thus  the  body's 
resistance  to  excess  growth  by  invasive  organisms. 

Hold  up? 

Put  up  your  hands  ...  all  those  who  thought  Dr  Vaughan  gave  proper 
answers  in  the  Commons  last  week  to  the  questions  about  why  there 
was  so  marked  a  difference  between  what  chemists  were  paid  for 
dispensing  and  what  doctors  received  for  nominally  the  same  thing. 
What?  no  hands?  I'm  not  surprised,  for  the  poor  Minister  of  Health  told 
the  world  that  he  had  no  information  on  which  to  base  calculations  of 
the  dispensing  income  of  doctors  in  net  profit  terms.  Perhaps  Dr 
Vaughan  should  be  told  that  quite  near  Westminster  there  is  an 
establishment  called  the  D-e-p-a-r-t-m-e-n-t-  of  H-e-a-l-t-h  and  S-o-c-i-a-l 
S-e-c-u-r-i-t-y,  which  to  judge  from  the  way  it  manages  to  dot  our  i's  and 
cross  our  t's  might  possibly  be  persuaded  to  help? 

And  when  asked  about  the  introduction  of  the  new  script  charges,  he 
said  it  was  impossible  to  make  the  necessary  administrative  changes 
before  July  16.  What  administrative  changes?  A  letter  to  each  of  the 
FPC's  and  the  Pricing  Bureaux  would  have  been  enough.  The  change  in 
VAT  rate,  infinitely  more  complex,  was  accomplished  in  a  week.  But 
never  mind  the  lack  of  courtesy  implicit  in  these  replies,  let  us  thank 
Mr  Hugh  Dykes,  MP  and  Mr  McQuarrie,  MP  for  raising  these  matters 
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Numark  Chemist 
advertising. 

Now  more  meaningful  than  ever. 


Numark  Advertising. 

Strong,  consistent  advertising  is 
one  of  the  important  retail  marketing 
tools  to  help  independent  chemists 
fight  the  multiple  retail  chains  and 
drug  stores  with  whom  they  compete 
for  toiletry,  cosmetic  and  chemist 
sundries  sales. 


Numark  Chemists' 

holiday  offers. 

i 


JCHEMIST, 

Shop  locally  and  save  money  where  you  see  this  sign. 


Numark  advertisements  appear 
regularly  in  popular  national 
publications  covering  over  13  million, 
or  72%  of  all  housewives. 

Advertisements  appear  each 
month  in  the  Daily  Mirror, 
Sunday  Post,  TV  Times,  Womans 
Own,  Womans  Realm  and  Womans 
Weekly. 

Numark  National  Promotions 
The  products  and  prices  in 
the  advertisement  speak  for 
themselves.  Importantly  Numark' s 
OTC  buying  and  negotiating 
strength  now  exceeds  that  of  any 
other  wholesale  supplier  enabling 
Numark  chemists  to  maximise  profit 
earnings. 

Becoming  a  Numark  chemist 
is  a  natural  extension  to  NPA 
membership. 


NUMARK 


XHEMISL 


The  National  Trading  Group  for 
Independent  Chemists. 
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COUNTERPOINTS 


Two  new  appliances 
from  Clairol 


Following  the  successful  launch  of  their 
first  beauty  appliance,  Skinvention, 
Clairol  are  extending  their  beauty  care 
range  with  the  introduction  of  Nail- 
works  (£10.25).  This  is  a  complete  nail 
care  system.  The  battery  powered  unit 
comes  neatly  packaged  in  a  lilac  vinyl 
storage  case,  with  a  power  handle,  five 
attachments  and  two  long-life  batteries. 

There  are  two  filing  attachments,  one 
for  fingernails  and  the  other  for  toe- 
nails; a  hard  skin  remover;  a  nail  buffer; 
and  a  cuticle  pusher,  that  lifts  and 
pushes  back  the  cuticles. 

Clairol  Appliances  have  also  intro- 
duced a  styling  brush  (£13.25).  It  is  a 
multi-voltage,  versatile  hot  brush  which 
can  add  body  and  fullness  to  lifeless 
hair,  or  smooth  out  a  frizzy  perm,  or 
even  give  lots  of  soft  curls,  says  the 
company. 

The  styling  brush  also  has  a  "rollo- 
matic  curl  release"  feature  for  'tangle- 
free  styling.  The  hair  is  wound  around 
the  barrel,  held  there  for  a  few  seconds, 
and  then  released  by  pressing  the  button 


Farley's  bowl 

In  response  to  many  requests  for  a 
Farley':,  rusks  feeding  bowl  as  featured 
in  the  brand's  current  television  commer- 
cial entitled  "Life,-'  Farley  Health  Pro- 
ducts are  offering,  in  September,  a  spe- 
cially-designed melamine  version  on- 
pack.  The  fourth  in  the  "It's  child's  play" 
series  of  promotions  on  Farley's  rusks, 
it  is  similar  to  the  china  bowl  in  the 
television  commercial  but  is  said  to  be 
heat-resistant  and  virtually  unbeatable. 

The  decorations  depict  the  various 
stages  of  motherhood  which  comprise  the 
"life"  concept — the  pregnancy,  the  period 
after  birth  and  the  toddler  stage.  The 
message  is  that  Farley's  rusks,  with 
"goodness  baked  in,"  are  just  right  for 
babies  and  toddlers.  "Both  our  television 
and  press  advertising  campaign  feature 
the  bowl,"  said  Farley's  rusks'  product 
manager  Mr  Anthony  Bush.  "Many 
mothers  have  written  inquiring  where 
they  can  purchase  it  and  in  order  to  meet 
this  demand  we  are  offering  a  melamine 
version." 

The  bowl  will  sell  for  £0.63  plus  ten 
special  "It's  child's  play"  tokens  which 
are  available  on  all  three  packs  sizes  of 
Farley's  rusks — small  6s,  large  12s  and 
family  18s. 

In  the  encouraging  atmosphere  of  a 
rising  birth  rate,  Farley  Health  Products 
are  supporting  Farley's  rusks  this  year 
with  a  £500,000  advertising  spend. 
Featuring  the  "life"  commercial,  a  six- 
week  national  television  campaign  will 
begin  on  August  6  at  a  cost  of  £200,000. 


in  the  handle.  The  barrel  rotates  freely 
and  the  hair  unwinds  automatically. 
The  small  slim  unit  comes  in  a  brightly 
coloured  chrome  yellow/ charcoal  grey 
finish.  Clairol  Appliances  Ltd,  Pilgrim 
House,  2  William  Street,  Windsor,  Berks. 


Further  support  will  come  from  Press 
advertising  in  the  Bounty  Baby  Book, 
the  Newbourne  Baby  Book  and  Mater- 
nity and  Mothercraft.  Farley  Health 
Products  Ltd,  Torr  Lane,  Plymouth, 
Devon,  PL3  5UA. 

Free-standing 
display  unit 

A  new,  free-standing,  Imperial  Leather 
soap  display  and  dispenser  unit  intro- 
duced by  Cussons  in  a  number  of 
selected  supermarkets,  stores  and 
grocery  shops  has  been  so  successful,  say 
the  company,  that  its  use  is  to  be  ex- 
tended to  a  wider  range  of  outlets. 

Capable  of  holding  72  dozen  bars  of 
Imperial  Leather  soap  in  all  three  sizes 
(toilet,  bath  and  family),  the  new  sales 
stand  occupies  three  square  feet  of  floor 
space  and  enables  shoppers  to  help  them- 
selves to  soap  from  any  direction.  The 
stand  has  a  central  gravity  feed  con- 
tainer which  keeps  a  larger  circular  sales 
basket  full  at  all  times. 

A  key  factor  in  the  success  of  the 
new  Imperial  Leather  soap  stand  has 
been  Cussons'  decision  to  accept  full 
responsiblity  for  the  positioning  and  re- 
plenishment of  the  unit  believes  the  com- 
pany. Once  the  store  has  agreed  to  take 
it,  the  Cussons'  salesman  will  choose 
the  best  location,  position  the  stand,  fill 
it  with  soap  and  visit  the  store  regularly 
to  keep  the  stand  full.  It  is  clearly  label- 
led at  three  different  levels  as  being  full 
of  Imperial  Leather  soap.  Cussons  Sons 
&  Co  Ltd,  Kersal  Vale,  Manchester. 


Aziza  add  new 
two  tone  shadows 

Aziza,  the  new  range  of  eye  make-up 
from  Prince  Matchabelli,  which  has  been 
making  such  an  impact  on  the  market 
since  its  launch  earlier  this  year  is  extend- 
ing its  range  from  September  with  the 
introduction  of  two  tone  shadows  which 
both  colour  and  highlight  the  eye  area 
in  one  stroke.  Aziza  two  tone  shadows 
come  in  a  range  of  eight  colours  either  in 
powder  (£1.45)  or  creme  form  (£1.80). 

The  company  says  that  the  Aziza  two 
tone  products  were  developed  after 
"extensive  research  into  ways  of  com- 
bining two  contrasting  colours  within  one 
eye  shadow."  The  company  suggests  that 
"more  adventurous"  consumers  might 
try  combining  several  two  tone  colours. 

The  shades  available  for  both  products 
are  light  blue  with  green,  light  blue  with 
pink,  grey  blue  with  spun  gold,  ivory 
with  spun  gold,  light  green  with  blue, 
cocoa  with  gold,  honey  with  green  and 
cocoa  with  green.  Coloured  leaflets  show- 
ing how  to  create  or  achieve  certain  looks 
will  be  available  with  the  products. 

Chesebrough-Pond's,  who  market 
Aziza,  realise  that  chemists  have  come  to 
approach  the  eye  make-up  market  with 
caution.  So  often  in  the  past,  they  say, 
eye  make-up  has  been  a  drain  on  profits 
with  an  abundance  of  slow  moving  lines. 
The  company  claims  however  that  within 
one  month  of  the  launch  of  Aziza,  sales 
to  the  consumer  over  all  outlet  types 
averaged  62  per  cent  of  initial  launch 
stock,  representing  over  seven  stock  turns 
per  year.  Chesebrough-Pond's  Ltd, 
Victoria  Road,  London  NW10  6NA. 

Banded  soap  offer 
from  J&J 

During  August,  Johnson  &  Johnson  are 
offering  consumers  a  free  bar  of 
Johnson's  baby  soap  (standard  size — 
value  23p)  with  each  purchase  of 
Johnson's  baby  shampoo.  Special  packs 
of  the  baby  shampoo  (75ml  and  125ml 
sizes)  will  have  a  free  sample  of  baby 
soap  banded  to  the  back  and  marked 
"free  Johnson's  baby  soap."  To  support 
this  promotion  at  point-of-sale,  there  are 
dump  bin  headboards  and  shelf  strips. 

Johnson's  baby  shampoo,  which  was 
relaunched  in  1978  is  now  said  to  hold 
a  4.5  per  cent  share  of  the  £55  million 
shampoo  market.  It  is  being  supported  by 
regional  television  advertising,  and  two 
new  commercials  will  be  shown  on 
Yorkshire  and  Tyne  Tees  during  August, 
September  and  October.  In  addition  a 
£120,000  national  Press  campaign  will  be 
running  from  September  until  the  end  of 
the  year.  Johnson  &  Johnson  Ltd,  Slough, 
Bucks. 
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Bowater-Scott  repackage 
Scotties  facial  tissues 


Impact  at  point  of  sale,  combined  with 
strong  consumer  appeal,  were  the  two 
main  "ingredients"  that  were  the 
deciding  factors  when  selecting  new 
designs  for  the  150s  and  200s  packs  of 
Scotties  white  and  rainbow  facial  tissues 
that  are  now  available  from  Bowater- 
Scott. 

The  white  packs  chosen  by  consumers 
have  a  feminine  and  pretty  floral  pattern 
while  more  visual  use  has  been  made  of 
the  rainbow  device,  the  generic  term 
that  describes  the  multi-colour  contents 
of  the  box. 

The  Scotties  logo  has  also  been 
redesigned  to  communicate  more  effect- 
ively the  softness  and  quality  of  the 
brand  and,  in  aa'dition  to  the  new  packs, 


Derbac  family  pack 

A  155ml  pack  of  Derbac  liquid  (£0.73) 
containing  0.5%  malathion  has  been 
introduced  by  Bengue.  This  multi-purpose 
pack  is  recommended  for  the  treatment  of 
scabies  and  lice  infestations. 

Scabies  infestation  is  a  new  indication 
for  Derbac  liquid.  The  company  says 
recent  clinical  trials  have  confirmed  the 
effectiveness  of  the  treatment  together 
with  good  patient  acceptability.  The  new 
pack  is  also  designed  to  serve  as  a 
"family  pack"  for  the  eradication  of  head 
lice.  The  pack  contains  sufficient  liquid 
to  treat  five  to  six  heads.  In  order  to  aid 
identification,  the  colour  of  the  Derbac 
liquid  pack  motif  has  been  changed  to 
red  and  black  on  a  white  background. 
Bengue  &  Co  Ltd  St  Ives  House,  St  Ives 
Road,  Maidenhead,  Berks  SL6  1RD. 

PRESCRIPTION 
SPECIALITIES 

Skefron  recall 

Smith  Kline  and  French  Laboratories 
Ltd  are  recalling  batches  3458A  and 
3458B  of  Skefron  cold  jet.  Because  of 
faulty  crimping  of  the  valve  assembly 
there  is  an  incorrect  seal  and  contents 
could  be  discharged  on  removal  of  the 
cap.  Pharmacists  are  advised  to  return 
faulty  batches  to  their  wholesaler  for 
replacement  or  credit.  Smith  Kline  and 
French  Laboratories  Ltd,  Welwyn 
Garden  City,  Herts  AL7  1EY. 

TICAR  injection 

Ticar  is  a  development  in  penicillin 
antibiotics,  proving  to  be  of  particular 
value  in  patients  with  lowered  host 
defences.  It  is  expected  to  be  used  mainly 
in  hospitals  but  is  available  for  general 


it  is  also  featured  on  the  mansize,  Tri- 
ply and  woodland  flowers  boxes. 
Bowater-Scott  Corporation  Ltd,  Bowater- 
Scott  House,  East  Grinstead,  West 
Sussex,  RHI9  1UR. 


practice  doctors'  prescribing  in  referred 
patients. 

Manufacturer  Beecham  Research  Labor- 
atories, Beecham  House,  Great  West 
Road,  Brentford,  Middlesex  TW8  9BD 
Description  Vials  containing  lg  or  5g, 
and  infusion  bottle  containing  5g,  ticar- 
cillin  as  disodium  salt.  When  recon- 
stituted with  diluent,  solutions  are  norm- 
ally pale  straw  colour 
Preparation  lg  vial:  Intramuscular — add 
2ml  water  for  injection;  intravenous — 
add  5ml  water  for  injection,  shake  and 
dilute  to  20ml.  5g  vial;  Intravenous  in- 
jection— add  20ml  water  for  injection; 
intravenous  infusion — add  20ml  water 
for  injection,  shake  and  add  to  suitable 
volume  of  infusion  fluid  (approximately 
100ml).  Infusion  pack — see  literature 
Indications  Broad  spectrum  penicillin 
active  in  general  systemic  infections, 
respiratory  tract  infections,  septicaemia, 
urinary  tract  infections,  peritonitis,  intra- 
abdominal sepsis,  endocarditis,  infected 
burns,  infected  wounds,  post-surgical  in- 
fections. Synergistic  effect  with  amin- 
oglycosides against  pseudomonas  and 
others 

Contraindications  Penicillin  hypersensi- 
tivity. 

Dosage  Adults — 15-20g  daily  divided  at 
6-8  hourly  intervals;  for  acute  uncompli- 
cated urinary  tract  infections,  3-4g  at 
6-8  hourly  intervals.  Children — 200- 
300mg/kg/day  divided  at  6-8  hourly  in- 
tervals; for  acute  uncomplicated  urinary 
tract  infections,  50-100mg/kg/day  at  6-8 
hourly  intervals.  In  renal  failure  in 
adults  2g  every  8-12  hours  (with  corres- 
ponding reductions  for  children) 
Precautions  Recommended  dosage  should 
not  be  reduced  except  in  renal  impair- 
ment when  serum  monitoring  should  be 
carried  out 

Side  effects  Uncommon  and  typical  of 
other  injectable  penicillins.  If  pain  at 
intramuscular  site,  vial  contents  may  be 


dissolved   in    0.5    per   cent  lignocaine 
hydrochloride  solution.  Rarely  spontan- 
eous    skin     and     mucous  membrane 
haemorrhages  have  been  reported 
Storage  At  room  temperature.  For  I/M 
or    I/V,    should   be    administered  im- 
mediately after  reconstitution 
Note  Compatible  with  I/V  solutions  ex- 
cept   proteinaceous    fluids,    blood  and 
plasma,  I/V  lipids.  Should  not  be  mixed 
with  aminoglycosides  in  syringe  or  I/V 
fluid  container.  I/V  administration  should 
be  by  slow  injection  (3-4  minutes)  or 
by  rapid  infusion  (30-40  minutes).  Other 
routes  of  administration  may  be  used 
but  insufficient  clinical  information  is 
available  to  assess  value 
Packs  lg  vial  (10,  £33.70  trade),  5g  vial 
(4,   £54.80   trade),   infusion   (4,  £61.65 
trade  including  diluent  and  needles) 
Supply  restrictions  Prescription  only 
Issued  July  1979 

Smaller  Alevaire 

A  new  pack  of  Alevaire  200ml  is  now 
available  (£4.68  trade).  The  present 
500ml  pack  will  be  discontinued  when 
current  stocks  are  exhausted  but  the  60ml 
pack  will  continue  to  be  available. 
Winthrop  Laboratories,  Winthrop  House, 
Surbiton,  Surrey  KT6  4 PH. 

Burinex  K  in  glass 

Burinex  K,  100  tablets  are  being  packed 
in  amber  glass  bottles  for  a  limited  period 
following  packaging  difficulties.  Blister 
packs  will  be  reintroduced  in  the  near 
future.  Leo  Laboratories  Ltd,  Denmark 
House,  Old  Bath  Road,  Twyford,  Berks. 

ON  TV 
NEXT  WEEK 

Ln — London;  M — Midlands;  Lc — Lancashire;  Y— 
Yorkshire;  Sc— Scotland;  WW— Wales  and  West. 
So — South;  NE — North-east:  A — Anglia;  U — Ulster; 
We — Westward;  B — Border;  G — Grampian; 
E — Eireann;  CI — Channel  Island. 

Alka  Seltzer:  All  areas 
All  Clear:  All  areas 
Amplex  antiperspirant:  M,  Lc,  Y,  NE 
Anadin:  All  areas 
Anne  French:  E 
Crest:  All  except  U,  E 
Grecian  2000:  Ln,  WW,  So 
Head  &  Shoulders:  All  except  E,  CI 
Johnson's  baby  lotion:  All  except  Ln,  WW, 
E 

Odor  Eaters:  All  areas 
Oil  of  Ulay:  All  except  E,  CI 
Orbit:  All  areas 
Rennie:  All  except  E 

Super  Poligrip:  Lc,  Y.  WW,  NE,  U,  We,  B, 
CI 

Zest:  M,  Lc,  SC,  B 
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to  be  brand  leader. 
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X, 


iRBER 


STERLING 
HEALTH 

4-7% 


ROBINSONS 

9-8% 


HEINZ 

16% 


WYETH 


FARLEY 
HEALTH 

22-9% 


COW  &  GATE 

261% 


Thanks  to  you- and  to  the  most  comprehensive  range  of  babyfoods 
Cow  &.  Gate  is  still  the  biggest  brand  name  in  the  babyfeeding  market 

And  we  hope  we  can  rely  on  your  continued  support. 

Looking  to  the  future,  we  mean  to  grow  even  bigger.  Premium  and 
our  meals  have  already  become  two  of  the  fastest  growing  brands  in 
their  respective  markets? 

And  our  products  are  still  recommended  by  the 
medical  profession  more  frequently  than  any  others. 

So  the  more  yOU  Stock,  the  more  youll  profit.     The  Babyfeeding  Specialists 


Stocking  fillers  td 

This  is  the  brand  new  PresnVe  and  Rndpet  sets  for 


This  is  the  brand  new 
Cussons  gift  range,  beautifully 
designed  for  Christmas  79. 

There's  something  in  it  for 
everyone;  the  Imperial  Leather 
sets  for  men  and  women,  the 


Prestige  and  Budget  sets  for 
women  and  girls,  offering  talcum 
powder,  toilet  soap,  cologne  and 
bath  essence  in  various  frag- 
rances both  in  gift  set  packs  and 
in  individual  packs,  and  the 
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11  your  pockets. 

novelty  sets  for  men  and  boys. 

And  there's  a  lot  in  it  for 
you  too.  After  all,  stocking  a  range 
of  products  with  a  nationwide 
reputation  for  quality  just  can't  be 
bad  for  business. 


So  contact  your  Cussons 
salesman  and  place  your  orders  now 

The  new  Cussons  gift  range. 
It  makes  the  bathroom  a  good  place 
to  celebrate 
Christmas  in. 


Cussons 
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The  biggest  brand  in  the 
artificial  sweetener  market  for 
nearly  ten  years. 

The  heaviest  advertiser  in 
recent  years,  and  back  on  TV  in 
August 

The  top  profit/space  money 
maker  in  a  special  Display  Unit, 
with  25%  minimum  return  on 
all  packs. 

In  short,  the  No.1  for  big 

Sweetex. 
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Denim  shampoos  introduced 
as  the  "problem  solvers" 


Parfums  Roberre  will  be  spending 
£750,000  on  advertising  support  for 
Denim  from  now  until  December. 
£250,000  of  this  will  be  used  to  promote 
Denim  hair  care  products. 

The  range  includes  one  frequent-wash 
shampoo  (245ml  £0.84)  formulated  to 
combat  greasy  hair  and  an  anti-dandruff 
treatment  (245ml  £0.95).  These  have  been 
identified  as  the  two  most  common  male 
hair  problems.  Neither  product  contains 
the  Denim  fragrance;  brand  manager, 
Rod  Tipple,  explains;  "The  young,  pro- 
gressive man  is  interested  in  correcting 
a  problem.  Our  two  new  Denim  sham- 
poos have  been  created  as  problem  sol- 
vers. They  are  not  fragrance  products; 
they  are  not  merely  line  extensions.  In 


■ 

■ 

DENIM 

Conditioner 

Corrects  dryness. 

denim 

cf-otion 
^mpoo 

@ 

**»»BS  hair  smooth** 
«si*rtocaatK>L 

V   __^y 

L  i 

their  own  right  they  are  serious,  func- 
tional products." 

The  third  product,  Denim  hair  condi- 
tioner (240ml  £1.03)  has  been  created 
with  much  the  same  reasoning,  says  the 
company.  Aware  that  hair  creams  and 
sprays  do  not  provide  a  complete  answer 
to  hair  control  problems  because  they 
lack  the  attributes  of  a  conditioner, 
Roberre  have  formulated  this  product 
and  directed  it  at  the  male  consumer. 

"Men  are  aware  of  the  advantages  of 
a  hair  conditioner,"  continues  Tipple,  "but 
would  never  be  satisfied  with  the  estab- 
lished brands  simply  because  these  have 
been  created  essentially  for  women." 
Parfums  Roberre  Ltd,  44  Portman 
Square,  London  W1A  1DY. 


Anticipated  boom  hardly  heard 


Latest  products 
new  from  Roc 

Roc  are  offering  two  new  masks: 
purifying  mask  (masque  purifiant)  for 
combination  and  oily  skins  (£3.40)  and  a 
beauty  mask  (masque  de  beaute)  for  all 
skin  types,  including  dry  and  sensitive 
(£3.95). 

Shampoos,  in  three  formulas,  for 
greasy,  normal  and  dry  hair,  have  been 
researched  to  ensure  exceptional  toler- 
ance by  the  skin  and  eyes.  They  are 
supplied  in  125ml  plastic  bottles  at 
£2.19  including  V.A.T.  Roc  Laboratories 
UK  Ltd,  46  Mount  Street,  London  Wl. 

C-film  appeal 

Advertising  for  C-film  will  appear  in  the 
Sun  and  the  Daily  Express  during 
August  designed  to  appeal  to  women 
being  advised  to  give  up  the  "pill".  The 
advertisements  will  also  offer  an  informa- 
tive consumer  booklet  containing  advice. 
These  booklets  are  also  available  to 
chemists  who  should  write  to  Potter  & 
Clarke.  415  Limpsfxeld  Road,  The  Green 
Warlingham,  Surrey. 

Paterson  containers 
now  white 

For  production  reasons  the  2.5  litre 
plastic  containers  of  Paterson  Acuprint 
developer  and  Acufix  fixer  will,  in  future, 
be  supplied  in  white  containers  instead  of 
the  Paterson  red.  The  new  pack  is,  in  all 
other  respects,  identical  to  the  old  and 
has  the  advantage  that  the  solution  level 
can  be  clearly  seen.  Both  products  will 
continue  to  labelled  in  red  and  the 
labels  stand  out  against  the  white  bottle. 
Paterson  Products  Ltd,  2  Boswell  Court, 
London  WC1N  3PS. 


The  Cosmetics  and  Toiletry  Preparations 
Review  for  1977  forecast  that  during 
1978  the  industry  was  likely  to  experi- 
ence "boom  conditions".  The  latest  issue, 
prepared  by  John  Hogston  Associates 
Ltd,  which  covers  the  whole  of  1978, 
confirms  that  industry  in  general  did 
indeed  experience  a  "mini-boom".  The 
cosmetic  industry  however,  did  not. 

Certainly,  says  the  report,  the  small 
decline  in  volume  terms  which  took  place 
in  1977  was  reversed,  but  with  total 
retail  sales  up  in  real  terms  by  5.4  per 
cent,  the  increase  for  the  cosmetics  and 
toiletries  industry  was  only  1.4  per  cent. 
The  comparison,  however,  is  not  like  with 
like.  One  figure  reflects  over-the-counter 
trading,  the  other  is  manufacturer  sell-in. 
Nevertheless,  continues  the  report,  it  is 
a  reasonably  valid  comparison.  Had  cos- 
metics and  toiletries  experienced  the  same 
buoyancy  as  total  retail  sales,  then  trade 
purchasing  of  these  items  must  have 
expanded  more  than  they  did. 

The  report  then  details  sales  of  cos- 
metics and  toiletries  to  the  UK  domestic 
trade  in  1978.  These  amounted  to  a  little 
over  £492|m  at  msp,  this  level  was  an 
increase  of  just  over  11'-  per  cent  on 
1977's  total.  Prices  increased  by  just  over 
10  per  cent  resulting  in  a  volume  growth 
of  1.4  per  cent.  Total  consumer  expendi- 
ture revalued  by  1975  prices,  increased  by 
5.5  per  cent  compared  with  1977;  the 
"other  goods"  category  which  includes 
cosmetics  and  toiletries  by  2.1  per  cent. 

Three  of  the  product  categories  which 
make  up  the  cosmetics  and  toiletries 
market  as  defined  by  the  report  showed 
growth  trends.  Compared  with  1975  the 
market  to  show  the  biggest  real  term 
growth  was  shampoos.  Shampoos  have 
shown  consistent  volume  growth  and  in 
1978  demand  was  15  per  cent  up — an 


average  annual  increase  of  5  per  cent. 

The  second  biggest  increase  was  in  skin 
care  products.  Here  the  1978  increase  on 
1975  in  real  terms  was  13  per  cent; 
within  this  category  however  the  treat- 
ments sub-section  recorded  an  increase 
of  26  per  cent — an  average  annual  in- 
crease of  nearly  9  per  cent. 

Although  the  fragrance  category  faded 
marginally  in  1978,  sales  to  the  trade  in 
that  year  were  5  per  cent  up  on  1975  in 
volume  terms.  The  remaining  categories 
showed  the  following  volume  declines 
expressed  as  a  percentage: 


Hair  preparations*  —  5 

Depilitories  -5 

Deodorants  —7 

Dental  preparations  -7 

Make-up  —9 

Men's  preparations  -  10 

Denture  preparations  -12 
*other  than  shampoos. 


Within  the  make-up  category  eye  pre- 
parations declined  by  28  per  cent;  within 
the  men's  category  colognes,  after  and 
pre-shaves  declined  less  markedly  by 
6  per  cent.  The  review  then  goes  on  to 
look  at  the  foregoing  items  in  detail. 

A  forecast  is  also  given  for  the  year 
ahead,  that  is  1979,  which  is  seen  as 
being  very  flat  as  the  rise  in  consumer 
expenditure  comes  to  an  end.  The  re- 
viewers see  it  as  a  period  of  slackness, 
if  not  stagnation,  and  surmise  that  in 
such  a  situation  of  no  growth  a  company 
will  need  to  be  especially  competitive  and 
efficient,  in  a  marketing  sense,  if  it  is  to 
increase  its  share  and  move  ahead  faster 
than  the  market.  The  inducement  of  con- 
sumers to  buy  by  offering  value  for 
money  will,  they  believe,  be  -especially 
important.  The  review  is  available  from 
John  Hogston  Associates  Ltd,  23  Golden 
Square,  London  Wl. 
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THEY'RE  GOIN 


STRAIGHT  TO 


Our  three  sales  ladies  are  going  to  be 
seen  in  all  the  best  places. 

They'll  be  telling  millions  of  women, 
your  customers  among  them,  that  to  feel 
on  top  of  the  world  they  should  start  at 
the  top -with  Wella  Conditioners,  Creme 
Rinses  and  Shampoos. 

Women  know  how  great  they  feel 
when  their  hair  feels  good.  They  know 
Wella  make  quality  products  that  really 
care  for  their  hair  So  its  a  message  they'll 
understand -and  act  on. 

It's  being  told  in  a  powerful  way  with 
a  massive  campaign  of  double  page  full 
colour  advertisements  appearing  until  the 
end  of  the  year  in  widely  read  women's 
magazines. 


Woman's  Own 

Mother 

Over  21 

Vogue 

Cosmopolitan 

Woman's  Journal 

She 

Look  Now 

Honey 

Successful  Slimming 

19 

Woman's  World 

Wella  is  the  world's  number  one 

name  for  Conditioners.  With  this  campaign 
following  our  successful  Conditioner 
competition  promotion,  it's  going  to  be 
your  biggest  selling  brand  too.  So  make 
sure  our  girls  are  working  for  you. 


Period  pain  as  common  as 
headaches,  say  Feminax 


According  to  research  recently  carried 
out  by  Nicholas  Laboratories,  period 
pa'in  is  probably  more  common  than 
might  have  been  thought — particularly 
amongst  older  women.  There  is  a  com- 
mon misconception  that  period  pain  is 
mostly  an  early  teenage  problem  which 
goes  away  with  age,  child  bearing  and 
is  diminished  amongst  women  on  the 
"pill",  says  the  company. 

Whilst  these  trends  are  true,  to  some 
extent,  the  incidence  of  suffering  amongst 
older  women  and  amongst  those  who 
have  children  or  are  taking  the  contra- 
ceptive pill  is  still  quite  high.  Surprisingly 
many  women  still  do  little  or  nothing  to 
alleviate  the  problems  of  painful  periods 
and  it  is  possible  that  older  sufferers  do 
not  realise  just  how  common  their  pro- 
blem is  amongst  their  age  group. 

To  try  to  reassure  women  that  "the 
period  pain  is  about  as  common  as  a 
headache  and,  in  most  cases,  can  be 
treated  just  as  simply  .  .  ."  Nicholas  have 
produced  a  small  booklet,  A  woman's 
problem.  It  deals  simply  with  the  causes 
of  period  pain,  suggests  ways  of  reducing 
discomfort  through  exercise  and  diet 
control  and  describes  how  relief  may  be 


obtained  through  treating  the  symptoms 
with  Feminax. 

On  a  final  note,  however,  the  booklet 
comments  that;  "you  soon  learn  to  recog- 
nise how  much  pain  is  normal  for  you 
during  an  average  period.  However,  if 
there  is  any  increase  in  the  severity  of 
the  pain  or  if  it  persists  for  longer  than 
normal,  you  should  consult  your  doctor". 
The  booklet  can  be  obtained  from  Nicho- 
las Laboratories  Ltd,  225  Bath  Road, 
Slough,  Berks. 


Agree  advertising 

Johnson  Wax  are  continuing  their  pro- 
motion of  Agree  creme  rinse  and  condi- 
tioner with  a  three  week  burst  of  tele- 
vision advertising  beginning  on  August  4. 

This  new  national  burst  follows  close 
on  Che  heels  of  a  door-to-door  sampling 
operation  in  July  where  sachets  of  Agree 
and  money-off  coupons  were  dropped 
into  over  six  and  a  half  million  house- 
holds throughout  the  UK.  In  addition, 
the  consumer  Press  advertising  campaign, 
which  began  in  June,  will  run  throughout 
the  summer.  Johnson  Wax  Ltd,  Personal 
Care  Division,  Frimley  Green,  Camber- 
ley,  Surrey. 

Apocaire  offers 

Products  on  offer  from  Apocaire  until 
August  31  (subject  to  availability)  in- 
clude: Andrex  toilet  tissue;  Nice  'n 
Easy;  Elnett  hairspray;  Crest;  Camay; 
Paddi  Pads;  Radox  salts;  Sunsilk  sham- 
poo; Palmolive  Rapid  Shave;  Sure 
antiperspirant;  Nivea  creme;  Gillette  dis- 
posable razor;  Alberto  Balsam  condi- 
tioner; Dextrosol;  Scotties;  Kodak  films 
and  Sylvania  Magicubes.  Sangers  Ltd, 
Cinema  House  London  Wl. 


POSTSCRIPTS 

A  cut  above  the  others? 


Ever  hear  the  story  of  the  public  rela- 
tions man  and  the  swans'?  It  all  harks 
back  a  few  years  now,  and  there  are 
those  who  think  that  the  whole  thing  is 
apocryphal  anyway,  but  as  any  seasoned 
PR  man  or  woman  knows,  the  name  of 
the  game  is  often  just  gaining  attention. 

In  this  case  the  PR  client  manufac- 
tured a  well  known  detergent  which 
claimed  to  get  things  very  white  indeed. 
The  problem  was  to  convert  that  into 
visual  news  terms  so  that  the  claim  could 
be  proved  to  the  consumer  as  a  news 
item.  Enter  creative  PR  type.  "Why 
don't  we  set  up  a  photo  call"  quoth  he, 
"on  the  banks  of  the  Thames,  get  a 
beautiful  girl  in  a  bikini,  sort  of  Swan 
Lake-ish,  and  wash  a  couple  of  dirty 
looking  swans  in  front  of  the  camera?" 
And,  so  the  story  goes,  they  did. 

Except  that  when  the  beautiful  girl 
saw  the  size  of  the  average  swan  she 
could  only  gasp  that  one  well  known  half 
truth  to  the  effect  that,  "Them  things 
can  break  your  leg  with  a  single  blow 
of  a  wing"  before  dashing  off  home  for 
the  sal  volatile,  never  to  return.  Leaving 
our  hero  to  grab  a  swan  at  a  time  and 
douse  them  all  well  in  said  detergent. 
Apparently  he   treated  some  six  dirty 
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grey  birds  in  this  fashion  and  was  deligh- 
ted to  see  that  what  emerged  was  a  set 
of  creatures  fit  for  the  Bolshoi  ballet. 

Calling  the  cameras  in  closer  our  man 
of  the  moment  launched  all  six  swans  in 
rapid  succession.  And  in  each  case  they 
managed  only  a  few  yards  downstream 
before  sinking  squawkingly  like  submar- 
ines in  reverse,  disappearing  below  the 
water  to  drown  "on  camera"  without  an 
ounce  of  positive  buoyancy  left  in  their 
now  greaseless  plumage.  The  point  he  so 
disastrously  proved  was  that  his  client's 
detergent  made  things  very  white — it  also 
shifted  grease  by  the  swanful. 

Quite  recently  there  was  another  PR 
effort  dreamed  up  by  the  Counsellor 
PR  office  in  High  Wycombe,  to  draw 
attention  to  the  Bic  razor.  And  although 
none  of  the  people  involved  had  any- 
thing whatsoever  to  do  with  the  swan 
drowning,  it  did  lead  to  a  denouement 
that  few  would  expect.  "I  know",  said 
Stan  Nelson,  "why  don't  we  get  one  of 
the  best  known  hairdressing  salons  in 
London  to  have  a  balloon  shaving  com- 
petition? We  could  use  the  Bic  balloons 
we  have  left  over,  get  the  hairdressers  to 
lather  them  up  and  then  shave  them 
clean.  Whoever's  balloon  lasts  the  longest 


gets  a  worthy  donation  to  his  or  her 
favourite  charity,  and  we'll  generate  a 
fair  bit  of  coverage". 

Good  idea?  Stan  Nelson  thought  so, 
and  so  did  PR  girl  Margot  Walton  at 
the  famous  premises  of  Michaeljohn. 
Indeed  Margot  said,  "Hang  on  a  minute 
now,  what  if  we  let  some  of  our  famous 
customers  take  it  up  as  a  challenge?" 
Reeling  off  a  page  or  two  of  the  showbiz 
directory  she  soon  convinced  Stan  that 
it  would  make  even  better  copy  than 
before.  It  was  then  that  the  vision  of 
those  drowning  swans  passed  before 
someone's  eyes  and  they  said,  "Have  you 
ever  tried  shaving  a  balloon?" 

So  at  Michaeljohn,  and  at  the  Nelson 
residence,  balloon  shaving  trials  were 
launched  with  a  packet  of  Bic  balloons 
inflated  and  covered  in  foam.  Thank 
heavens  that  no  photographers  had  been 
invited,  and  no  star  quality  customers 
involved,  because  believe  it  or  not, 
though  a  man  may  shave  for  weeks  with 
a  Bic  razor,  and  get  a  super  smooth 
shave  time  after  time,  the  design  of  this 
disposable  is  such  that  try  as  they  might, 
out  of  all  the  expert  shavers  at  Michael- 
john, not  one  could  burst  a  single 
balloon,  and  nor  could  the  far  less  expert 
Stan  Nelson.  "But  when  you  think  about 
it"  he  says  in  his  own  defense,  "isn't  that 
a  first  class  plus  point  for  the  product?" 
□  For  more  information  about  the  Bic  dis- 
posable razor  see  page  13  of  this  week's 
Beauty  Business  supplement. 
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How  does  one 
keep  pace 

with 
inflation? 


Nor 
know 


■Jfe  ^VkVMMP       How  can  anybody  cope  with 
■  1 1   I  MJkM    constant  price  changes  demanding 
Jp  JL^I^  VV        the  labelling  of  whole  ranges  of 

products  at  a  moment's  notice? 
Nor  may  have  the  answer.  A  range  of  high-speed  machines 
able  to  hand  print  up  to  100  labels/minute,  boldly  and 
legibly.  Three  sizes  of  label  in  ten  standard  colours, 
pre-printed  to  order.  And  backed  by  the  best  service 

network  in  the  business, 
With  more  machines  in  the  UK  than  the  rest  put  together, 
Nor  are  Britain's  most  experienced  labelling  people. 
If  you've  a  problem  keeping  pace  with  inflation,  let  us  help. 

As  only  Nor  know  how. 


Please  send  me  details  of  Nor  labelling  systems 
and  technical  advisory  service. 

  Name  


Position. 


O 


Company. 


CD2/79 


NOR  SYSTEMS  LIMITED  Address 


A  MEMBER  OF  THE 


GROUP 


R.  P.  Dept.  Freepost  HW4  Harwich  Essex  C012  4RR  England  Telephone  02555  3131    Telex  98156 
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We  are  spending 
more  on  television. 

Please  accept  our 
apologies. 


The  launch 
of  our  new  Eucryl 
tooth  powder  range 
has  received  a  setback. 

One  of  our  suppliers 
failed  to getvital  machinery 
in  full  operation  in  our 
factory. 

We  are  temporarily 
unable  to  produce  sufficient 
quantities  to  satisfy  demand, 

We've  already  received 
an  apology  from  our 
suppliers. 

But  we  feel  we  owe 
something  moreto  you. 


We  have  therefore  decided  to 
put  the  television  campaign  back 
to  December- so  that  all 

stockists  will  have  received 
theirfull  supplies. 
We  have  also  decided  to 
substantially 
increase  the 


television 
|  budget 

|  Please 
accept  our 
apologies. 


OEH33  PRODUCTS  LIMITED 

SANITAS  HOUSE. STOCKWELL  GREEN, SW9  9JJ. 
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OPEN  SHOP 

VAT -  help  or  hinderance 
from  manufacturers? 

This  contribution  comes  from  an  independent  proprietor  in  London 


I  am  writing  this  column  four  weeks  after 
VAT  change  day  and  what  a  four  weeks 
it  has  been.  Some  of  my  neighbours  spent 
a  lot  of  time  on  the  Sunday  altering 
their  prices,  but  I  had  a  prior  engage- 
ment, my  staff  were  unwilling  to  work, 
so  we  came  to  the  job  cold  on  Monday 
morning. 

My  old  friend  God's  Law  came  into 
operation  and  one  of  my  staff  fell  ill  that 
week  so  life  was  particularly  intolerable. 
I  decided  not  to  add  anything  on  at  the 
till,  as  some  of  my  colleagues  were  doing, 
partly  because  of  potential  friction  with 
customers  and  partly  because  separation 
of  altered  and  not-altered  prices,  together 
with  a  further  separation  of  zero-rated 
goods,  would  cause  too  much  difficulty. 
So  we  struggled  on  as  best  we  could 
ordering  from  representatives  were  given 
very  scant  attention.  At  the  end  of  the 
first  week  only  one-third  of  the  shop  had 
been  completed  and  the  staff  were  very 
dispirited. 

It  is  worth  remembering  the  way  our 
suppliers  helped  or  failed  to  help  us. 
Those  firms  who  chose  to  put  up  their 
prices  together  with  the  VAT  increase 
and  let  us  know  quickly  deserve  a 
bouquet,  and  it  is  nice  to  be  able  to  offer 
one  both  to  Max  Factor  and  Yardley, 
for  both  firms  usually  receive  raspberries 
from  me.  International  Laboratories  tried 
the  hardest,  as  usual,  sending  in  their  new 
retail  prices  well  in  advance  of  the 
budget,  with  new  prices  at  10  per  cent 
and  at  12|  per  cent  VAT.  This  firm  is 
such  a  pleasure  to  deal  with  it  seems  a 
pity  that  on  this  occasion  their  crystal 
ball  was  a  little  cloudy.  Rimmel  were 
quick  to  send  in  sheets  of  stickers  to  go 
over  the  prices  on  their  stand  and  by 
now  have  already  sent  replacement  slot-in 
strips.  What  a  pity  Yardley  couldn't  have 
done  the  same! 

Misleading  sticker 

My  most  unhelpful  supplier  was  Tudor 
Processing.  I  use  them  because  I  like  the 
quality  of  their  work,  they  are  quick 
and  their  price  structure  enables  me  to 
offer  a  discount  on  their  published  prices 
and  still  maintain  a  good  margin.  Yet  I 
am  unable  to  obtain  clean  display 
material  from  them  despite  several  phone 
calls.  Tudor  used  to  produce  a  window 
sticker  which  said  "We  give  10  per  cent 
off  all  developing  and  printing".  This 
was  replaced  by  one  which  said  simply 
"We  give  10  per  cent  off" — you  can  guess 
what's  coming  next.  As  soon  as  we  put 
it  up  customers  came  in  demanding  10 
per  cent  off  everything.  So  back  went  the 
tatty  old  sign. 


But  to  return  to  the  VAT  changes. 
Instead  of  producing  a  new  price  list, 
Tudor  said  they  would  use  tho  old  prices 
and  add  on  an  overall  7  per  cent.  To  be 
fair  to  customers  they  would  not  charge 
the  higher  price  on  any  work  picked  up 
by  them  before  VAT  day.  I'm  sure  it  was 
designed  to  help  me  and  my  customers, 
but  I  wish  it  had  been  explained — because 
without  a  price  list  we  were  totally  con- 
fused. Even  four  weeks  later  we  are 
without  a  new  list,  so  that  if  a  customer 
wants  to  know  how  much  a  service  will 
cost  we  have  to  quote  the  old  price,  add 
on  7  per  cent,  then  deduct  our  10  per 
cent.  Was  it  really  impossible  for  such 
a  large  company  to  have  worked  out 
new  prices,  duplicated  or  photographed 
them  and  sent  them  on  to  us  within  a 
day  or  so? 

Is  my  signature  accepted? 

We  have  occasionally  acted  as  "repre- 
sentatives" and  signed  the  exemptions 
for  patients  whom  we  are  certain  are 
entitled  to  them.  The  reason  for  this  is 
various.  A  number  of  our  patients  are 
very  old  and  have  difficulty  in  filling  in 
the  form;  some  of  foreign  origin  also 
have  problems;  sometimes  a  mother  with 
a  babe  in  arms  cannot  manage;  and  some- 
times a  customer  cannot  get  near  the 
counter  because  we  are  busy.  When  we 
sign  it  helps  our  patients  and  helps  us, 
for  mine  is  a  small  shop  and  considerable 
chaos  can  be  caused  by  one  old  lady 
who  monopolises  the  counter  and  one  of 
my  assistants  for  several  minutes.  Repeat 
this  a  dozen  times  or  so  a  day  and  what 
appears  a  minor  irritation  becomes  a 
real  problem. 

Requested  to  comment 

So,  as  do  our  neighbouring  chemists, 
we  sign  the  backs  of  prescriptions  for 
some  patients.  Recently  we  received 
photocopies  of  a  number  of  these  pre- 
scriptions, pointing  out  that  we  had  filled 
in  the  exemptions.  We  were  requested  by 
the  FPC  to  comment  on  this  practice.  My 
reply  was  to  ask  whether  they  objected 
to  my  helping  patients  in  this  way.  I 
could  not  get  a  straight  answer.  I  was 
told  that  the  practice  could  lead  to  abuse. 
I  asked  how  many  chemists'  declarations 
were  found  subsequently  to  be  false  and 
was  told  the  information  was  not  avail- 
able. Later  I  discovered  that  my  col- 
leagues had  received  similar  letters.  All 
felt  as  I  did  that  the  FPC  is  using  "big 
brother"  tactics  in  trying  to  stop  us  being 
helpful  to  our  customers  in  this  way.  In 
no  case  was  the  declaration  made  by  us 


found  to  be  incorrect.  Yet  scarcely  a  day 
goes  by  without  one  of  my  customers  fil- 
ling in  the  back  of  a  form  in  a  manner 
which  I  am  sure  is  fraudulent.  As  a  phar- 
macist I  object  to  my  word  being  ques- 
tioned while  others  are  getting  away  with 
it — and  as  a  taxpayer  I  object  to  the  cost 
of  sorting  out,  photocopying  and  writing 
letters  about  exemptions  which  I  would 
not  have  signed  were  I  not  certain  of 
their  validity. 

I've  got  it  taped 

One  of  the  most  fatuous  pieces  of 
advice  given  by  those  outside  retail 
pharmacy  who  like  to  tell  us  how  to 
improve  our  business  is  to  cut  out  lines 
which  don't  sell  well  and  replace  them 
with  those  that  do.  When  asked  exactly 
what  areas  a  small  shop  can  exploit  there 
is  usually  no  answer.  Wine  and  beer 
making  equipment  take  up  too  much 
space,  as  do  horticultural  chemicals  or 
photographic  accessories.  However  two 
small  shelves  in  my  small  shop  are  pro- 
ducing very  useful  additions  to  my  profit. 
One  contains  batteries  the  other  cassette 
tapes.  The  batteries  I  obtain  from 
Macarthys  and  turn  over  very  quickly. 
The  tapes  I  obtain  from  EPS.  At  the 
moment  I  carry  three  ranges,  a  budget 
tape,  a  medium  priced  Agfa  and  the 
higher  priced  TDK.  To  my  surprise  the 
TDK  sells  best.  The  profit  margin  is 
good,  the  shop  lifting  is  nil  and  it  is  all 
additional  business.  This  is  an  expanding 
market  and  at  present  only  hi-fi  or  record 
shops  seem  to  stock  them.  A  much  wider 
distribution  network  is  needed  for  cas- 
sette tapes.  Wouldn't  it  be  nice  if  chemists 
obtained  a  good  slice  of  the  market,  and 
actually  beat  the  supermarkets  to  it? 


US  re-opens  hearing 
on  cyclamate 

The  US  are  to  reopen  the  hearing  on 
cyclamate  to  consider  some  specific 
questions  on  its  safety.  Cyclamate  was 
banned  by  the  US  Food  and  Drug 
Administration  in  1970  after  two  studies 
had  showed  it  caused  cancer  in  experi- 
mental animals.  Abbott  Laboratories,  the 
manufacturers,  petitioned  the  FDA  in 
1973  to  reapprove  the  sweetener  but  the 
FDA  refused. 

However  the  company  then  asked  for 
a  final  ruling  on  the  basis  of  a  formal 
hearing  before  an  administrative  law 
judge.  This  hearing  began  March  4, 
1977  and  an  "initial  decision"  was  made 
October  1978  when  the  judge  said  that 
cyclamate  had  not  been  shown  to  be 
safe  and  Abbott  had  failed  to  show  that 
it  did  not  cause  cancer  in  man  or 
animals.  But  the  Commissioner  of  the 
FDA,  reviewing  this  decision,  has 
decided  that  a  more  comprehensive 
analysis  of  the  date  was  needed  to  be 
sure  that  the  hearing  record  was  com- 
plete. When  this  has  been  given,  the 
judge  will  make  a  further  recommenda- 
tion to  the  Commissioner  who  will  then 
decide  to  approve  or  disapprove  the 
sweetener. 
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An  announcement 
from  the  chemists  of 
Vichy  to  the  chemists 
of  Britain. 

Vichy  introduce  their  new  Dermatological 
Cleansing  Bar. 

It  offers  all  the  cleansing  properties  of  soap. 

But  the  laboratories  of  Vichy  have  made  it  in 
such  a  way  that  it  leaves  the  body 
lovingly,  glowingly  soft  without  1§sg*^ 
disturbing  the  skins  natural  Is-jS^ 
defences. 

This  new  Cleansing 
Bar  is  to  be  made  available  G 
only  at  chemists.  For  one  ^«^( 
very  good  reason. 

A  chemist  fully  ^ 
understands  what  a 
woman  needs  for  her  skin.         H^  ^ 


VICHYsKIN  CARE 
Dermatological  Cleansing  Bar.  For  all  skin  types, 
especially  dry  and  delicate. 
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Pharmaceutical  Services  Negotiating  Committee 

Cash  limit  remains  for 
'essential'  pharmacies 


The  Pharmceutical  Services  Negotiating 
Committee  has  confirmed  that  the 
£250,000  total  ceiling  for  the  Essential 
Small  Pharmacies  Scheme  will  remain. 

Should  there  be  a  substantial  increase 
in  applications  following  the  removal  of 
the  non-NHS  turnover  qualification,  the 
scale  of  individual  payments  may  have 
to  be  reduced  in  accordance  with  the 
total  payment. 

The  Committee  discussed  the  payments 
at  last  month's  meeting,  when  it  was 
reported  that  receipt  of  the  FPN  contain- 
ing details  for  applications  had  been 
delayed.  PSNC  has  therefore  asked  the 
Department  of  Health  to  extend  the 
closing  date  into  August. 

The  new  qualifications  for  ESPS  pay- 
ments, detailed  in  FP(79)26,  are: 
Pharmacies  (including  part  time — at 
least  five  days  in  a  week  of  normally 
fewer  than  30  hours)  which  (a)  were 
included  in  a  FPC  list  on  December  31, 
1978  for  at  least  three  months,  and  (b) 
are  2  kilometres  (1.24  miles)  or  more 
"as  the  crow  flies"  from  the  nearest 
other  pharmacy,  and  (c)  dispensed  not 
fewer  than  6,000  but  not  more  than 
27,499  prescriptions  in  1978  and  (d)  for 
which  claims  are  lodged  with  the  Com- 
mittee by  July  6. 

Pricing  arrangements:  The  Committee 
accepted  new  proposals  for  the  revision 
of  Part  V  of  the  Drug  Tariff.  In  sum- 
mary (details  will  be  issued  later)  they 
are  that  commonly-used  standard  drugs 
will  be  listed  according  to  a  weighted 
average  of  the  prices  charged  by  certain 
manufacturers.  This  list  will  form  Part 
VA  of  the  tariff.  No  chemist's  endorse- 
ment will  be  required,  as  this  will  be  a 
true  price  list.  Less  commonly-used 
standard  drugs  will  be  priced  according 
to  approved  wholesale  lists,  subject  to  a 
"broken  bulk"  claim  where  appropriate. 
This  list  will  form  Part  VB  of  the  tariff. 
Standard  drugs  not  included  in  Parts  VA 
or  VB  will  be  priced  on  the  basis  of  the 
chemist's  endorsement,  that  is,  invoice 
price.  It  is  hoped  to  bring  the  proposals 
into  effect  with  the  September  amend- 
ment to  'the  Drug  Tariff. 

Borderline  products:  The  Committee 
considered  implications  for  pharmacist 
contractors  arising  from  new  rules  on 
the  prescribing  borderline  substances  by 
doctors,  which  provide  for  two  warnings 
to  a  doctor  who  has  "prescribed 
wrongly"  before  money  is  withheld.  A 
similar  situation  could  arise  in  the  case 
of  pharmacist  contractors  who  inadver- 
tently supply  appliances  not  included  in 
Part  VI  of  the  Drug  Tariff.  The  Depart- 
ment of  Health  is  to  be  asked  for  a 
similar  concession  to  be  allowed  in  such 
cases. 

Annual  report:  The  draft  annual 
report  and  statement  of  accounts  for 
1978-79  were  considered  and  approved. 


Printing  is  now  in  hand  and  the  report 
and  accounts  will  be  distributed  as  soon 
as  possible. 

PSNC  subcommittees:  Following  the 
enlargement  of  the  Committee,  the 
membership  of  the  subcommittee  is  now 
as  follows:  Contract:  Messrs  Higgins, 
Kitchen.  Mallinson,  Onley,  Priest, 
Urwin,  Watts,  Worby.  Public  relations: 
Messrs  Blum.  Coleman,  Dean,  Moseley, 
Smith,  Taylor,  Wakeford,  Wilford.  Tech- 


nical: Mrs  Rawlings,  Messrs  Billington, 
Calvert,  Davison,  Ross,  Silverman, 
Steinman,  Thomas.  The  chairman  and 
officers  normally  attend  all  subcommittee 
meetings. 

Notional  salary:  The  Committee  con- 
sidered a  memorandum  on  PSNC's  claim 
for  an  increase  in  the  notional  salary 
from  January  1979,  based  on  the  tradi- 
tional relativity  with  managers.  The 
memorandum  was  received  pending  the 
Department's  response  to  the  Commit- 
tee's claim. 

Prescription  charges — FPN  224:  The 
proposed  changes  in  arrangements  for 
the  collection  of  prescription  charges, 
set  out  in  FPN  224,  were  considered. 
The  changes,  which  are  being  imposed 
by  the  Department,  will  result  in  a 
Continued  on  p196 


March  prescription  statistics 

England 

Total  number  of  prescriptions 
Total  cost 

Total  oxygen  payments 
(inc  in  total  cost) 
Average  net  ingredient  cost 
Average  discount 
Container  allowance 

March  1979 

27,950,420 
£63,500,064 
£  276,805 

181. 3p 

(3.05p) 
3.80p 

March  1978 

26,878,849 
£54,663,906 
£  234,522 

159.92p 
(2.59p) 
2.80p 

Average  fee 
Average  oncost 

182.06p 
24.32p 
19.82p 

160. 13p 
24.36p 
18.01  p 

Average  total  cost 

226.20p 

202. 50p 

Wales 

Total  number  of  prescriptions 
Total  cost 

Total  oxygen  payments 
( inc  in  total  cost) 
Average  net  ingredient  cost 
Average  discount 
Container  allowance 

2,196,357 
£4,921,840 
£  37,822 

177.99p 
(3.01p) 
3.79p 

2,095,991 
£4,249,243 
£  29,106 

158.82p 
(2.57p) 
2.80p 

Average  fee 
Average  oncost 

178.77p 
24.32p 
19.28p 

159.05p 
24.45p 
17.84p 

Average  total  cost 

222.37p 

202.34p 

Annual  statistics 

England 

Total  number  of  prescriptions 
Total  cost 

Total  oxygen  payments 
(inc  in  total  cost) 
Average  net  ingredient  cost 
Average  discount 
Container  allowance 

1978 
307,096,958 
£657,548,844 
£  2,918,017 

168.56p 
(1.92p) 
2.91p 

1977 
295,656,459 
£553,704,745 
£  2,525,872 

146. 93p 
(2.06p) 
2.14p 

Average  fee 
Average  oncost 

169.55p 
24.32p 
18.82p 

146. 47p 
24.34p 
15.52p 

Average  total  cost 

212.69p 

186.33p 

Wales 

Total  number  of  prescriptions 
Total  cost 

Total  oxygen  payments 
(inc  in  total  cost) 
Average  net  ingredient  cost 
Average  discount 
Container  allowance 

23,852,763 
£  50,769,712 
£  384,931 

166.69p 
(1.89p) 
2.91p 

22,800,859 
£  42,839,804 
£  334.316 

147.04p 
(2.58D) 
2.14p 

Average  fee 
Average  oncost 

167.71p 
24.34p 
18.89p 

146.60p 
24.35p 
15.45p 

Average  total  cost 

210.94p 

186. 40p 
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PSNC  meeting 

Continued  from  p195 

temporary  cash  flow  problem  which  the 
Committee  is  seeking  to  alleviate  by 
negotiation  of  a  phasing  arrangement.  It 
was  agreed  to  protest  to  the  Department 
against  the  proposed  unilateral  variation 
of  the  NHS  contract. 

Ribbed  surgical  tubular  stockinette: 
The  Committee  agreed  to  extend  the 
existing  Drug  Tariff  entry  for  stockinette 
from  October  1,  as  follows: 

Ribbed  surgical  tubular  stockinette 
Appliance  Size  Basic 

price  p 
per  packet 


(Ribbed  stockinette)  (specification 
27, p. — )  For  use  as  protective  dres- 
sings with  tar-based  and  other  non- 
stenod  ointments 


Arm/leg  (child); 


arm  (adult) 

5cm  x  5m 

55 

Arm  (OS  adult); 

leg  (adult) 

7.5cm  x  5m 

75 

Leg  (OS  adult) 

10cm  x  5m 

100 

Trunk  (child) 

1 5cm  x  5m 

150 

Trunk  (adult) 

20cm  x  5m 

175 

Trunk  (OS  adult) 

25cm  x  5m 

200 

NB:  One  5m  length  of  the  relevant 
width  is  sufficient  to  provide  two 
sets  of  dressings  for  a  pair  of 
limbs  or  a  trunk. 

Two  full  suits  for  an  OS  adult  are 
provided  from  one  pack  each  of 
7.5cm,  10cm  and  25cm  widths. 
Two  full  suits  for  a  standard  sized 
adult  are  provided  from  one  pack 
of  each  of  the  5cm,  7.5cm  and 
20cm  widths. 

Pre-registration  grants:  The  Commit- 
tee heard  that  its  proposed  amendment 
to  the  Drug  Tariff  to  widen  the  scope 
of  grants  for  pre-registration  graduates 
had  been  accepted  by  the  Department. 


LETTERS 


NHS  principles 

Many  recommendations  in  the  report  of 
the  Royal  Commission  on  the  National 
Health  Service  were  correctly  criticised 
by  pharmacy  organisations  and  indivi- 
dual pharmacists.  However,  we  should 
not  blind  ourselves  to  the  fact  that  the 
most  important  conclusions  arrived  at 
were: — 

1.  After  three  years  of  searching  and 
thorough  examination  by  the  Commis- 
sion, including  study  of  health  services 
abroad,  the  principles  on  which  the 
NHS  was  b?;sed — a  comprehensive  health 
service  available  to  all  and  free  at  the 
time  of  use — were  found  as  sound  today 
as  they  were  when  the  service  came  into 
existence  31  years  ago. 

2.  There  is  much  to  be  proud  of  in 
the  service  itself. 

Tf  recent  Press  stories  are  correct,  that 
the  Government  intends  to  raise  more  of 


Part  XIII  has  now  been  revised  to  ex- 
tend the  grant  to  "each  pre-registration 
training  place  filled  by  a  pharmacy 
graduate  or  an  undergraduate  on  a 
sandwich  course  recognised  by  the 
Pharmaceutical  Society  of  Great  Britain 
as  pre-registration  training." 

Technician  Education  Council:  The 
Technician  Education  Council  has  re- 
ported on  the  consultations  it  held  with 
pharmacy  interests  following  its  circula- 
tion guidelines  for  TEC  Certificate 
courses  in  pharmaceutical  sciences  in 
November  1978,  and  has  circulated  a 
proposed  job  specification  for  pharmacy 
technicians  in  hospital  and  general 
practice. 


the  Health  Service  income  from 
National  Insurance  instead  of  income 
tax,  this  is  not  only  a  direct  negation  of 
the  Royal  Commission  report  but 
appears  cynical.  The  only  difference  for 
the  taxpayer  would  be  that  the  deduction 
from  salary  would  be  made  in  the  name 
of  the  Health  Service  instead  of  PAYE 
and  would,  although  graduated,  take  no 
account  of  family  commitments  as  does 
income  tax. 

It  is  also  to  be  regretted  that  no 
demands  are  made  for  the  Service  to 
become  more  democratic  and  therefore 
more  sensitive  to  the  needs  and  criti- 
cisms of  the  public. 
George  Baxter 
London  El 3 

Who  prospers? 

I  refer  to  the  latest  discounts  offered  to 
Unichem  members  as  from  August  1.  I 
would  be  obliged  if  Unichem  would  give 
a  satisfactory  explanation  as  to  why 
Prosper  members  should  receive  an  extra 
one  per  cent. 

T  was  always  under  the  impression 
that  all  Unichem  profits  would  be  shared 
by  the  members — but  now  we  have  two 


New  rota  and 
oxygen  rates 

New  rates  of  remuneration  for  rota  and 
oxygen  therapy  service  have  been 
accepted  by  the  Pharmaceutical  Services 
Negotiating  Committee. 

From  August  1  rota  will  be  paid  at 
the  following  rates  (old  fees  in  brackets) : 
Weekday,  £3.75  per  hour  (£3.25):  early 
closing  day,  Sunday  and  public  holidays, 
£8.75  per  hour  (£7.50). 

From  July  1,  the  new  scales  for  oxygen 
therapy  service  (old  scales  in  brackets) 
are  given  in  the  table  below :  — 


classes  of  member — ordinary  and  pre- 
ferential (that  is,  Prosper).  As  an  ordi- 
nary member  I  do  not  wish  to  enter  into 
any  argument  over  the  pros  and  cons  of 
Prosper  but  I  am  certainly  not  going  to 
finance  this  scheme  out  of  what  should 
be  my  share  of  this  one  per  cent. 
Allan  R.  iMoreton 
Edinburgh 

The  oracle 

My  dear  Aunt  Sarah,  aged  91  and  a 
pharmacist's  widow,  has  been  reading 
tea  cups  for  70  years.  I  called  to  consult 
the  oracle.  Her  first  cup  revealed  that 
the  Pharmaceutical  Services  Nego- 
tiating Committee  would  be  offered  35p 
dispensing  fee  which  they  accepted 
"with  great  reluctance." 

The  second  cup  was  more  encouraging 
and  read,  "With  the  Minister's  approval 
negotiations  for  a  further  increase  in 
on-cost  and  dispensing  fee  will  take  place 
over  the  next  three  years".  While  pour- 
ing a  third  cup  she  asked  me  to  pick  the 
cake  crumbs  off  the  floor.  Another  accu- 
rate forecast? 
Stanley  Ackers 
Swanscombe 


Drug  Tariff 
Part  VII  (6a) 

Set  rental  per  month 
Stand  rental  per  month 
Part  V  (6c) 


0-3 

Set  and  cylinders 

i.  a 

521  (426) 

b 

671  (576) 

c 

821  (726) 

Cylinders  only 

ii.  a 

473  (386) 

b 

623  (536) 

c 

773  (686) 

Collection 

iii.  a 

473  (386) 

Collection  on  behalf  of  patient 
v.  a.  set  and  cylinders 
cylinders  only 
masks  only 

b.  i.  sets  and  cylinders 

cylinders  only 
masks  only 
ii.  set  and  cylinders 
cylinders  only 
masks  only 

c.  set  and  cylinders 
cylinders  only 
masks  only 


106  (88) 

22  (18) 

Miles 

3-5 

5-10 

1C 

+ 

748  (616) 

839  (695) 

1148 

(962) 

898  (766) 

989  (845) 

1298 

(1112) 

i  u4o  ( y 1 D ) 

1139  (995) 

1448 

(1262) 

702  (578) 

792  (657) 

1103 

(924) 

852  (728) 

942  (807) 

1253 

(1074) 

1002  (878) 

1092  (957) 

1403 

(1224) 

702  (558) 

792  (657) 

1103 

(924) 

Resident 

Non-resident 

248  (201) 

248 

(201) 

223  (181) 

223 

(181) 

3  (3) 

3  (3) 

348  (301) 

448 

(401) 

323  (281) 

423 

(381) 

103  (103) 

203 

(203) 

473  (426) 

648 

(601) 

448  (406) 

623 

(581) 

228  (228) 

403 

(403) 

473  (426) 

648 

(601) 

448  (406) 

623 

(581) 

228  (228) 

403 

(403) 
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PROFESSIONAL  NEWS 

Pharmaceutical  Society  of  Northern  Ireland 

'Prescribers  Journal'  offer 
to  Nl  pharmacies 


Pharmacies  in  Northern  Ireland  are  to  be 
offered  the  Prescribers'  Journal  financed 
by  Northern  Pharmacies  Ltd  Trust  Fund. 

PSNI  Council  heard  at  last  month's 
meeting  that  the  trustees  of  Northern 
Pharmacies  had  offered  to  supply  each 
pharmacy  with  a  copy  of  the  1980  issues. 
Mr  T.  O'Rourke  said  a  recent  edition 
would  be  sent  to  every  pharmacy  and 
the  pharmacist  in  charge  asked  to  com- 
plete a  form  slating  whether  or  not  he 
wished  to  have  the  1980  issues. 

There  were  ample  funds  in  the  Trust 
to  finance  the  project  but  there  would  be 
additional  work  every  second  month  in 
addressing  the  envelopes  in  which  to  send 
out  the  journal.  Mr  O'Rourke  said  the 
Trust  Fund  received  roughly  £4,500 
annually  from  Northern  Pharmacies  Ltd 
under  a  deed  of  covenant.  Mr  J.  Kerr 
said  he  thought  most  pharmacists  would 
be  anxious  to  receive  the  journal  which 
was  interesting,  could  be  read  in  a  short 
time  and  was  not  technical. 

The  secretary  Mr  W.  Gorman  reported 
that  the  Department  of  Health  and  Social 
Services  was  seeking  confirmation  that 
pharmacists  agreed  with  the  minutes  on  a 
meeting  held  to  discuss  the  report  on  the 
future  pharmaceutical  service  in  Northern 
Ireland.  The  president,  Mr  S.  Moore, 
said  that  because  Mr  R.  G.  Dillon  was  on 
holiday  Council's  representatives  should 
meet  as  soon  as  possible  after  his  return. 
The  minutes  could  be  considered  and  also 
the  report  of  the  Royal  Commission  on 
the  NHS.  Mr  Kerr  thought  the  latter 
should  receive  immediate  attention 
despite  the  holiday  period.  Numerous 
recommendations  were  included  and  he 
would  like  a  return  to  the  old  days  of 
the  Northern  Ireland  General  Health 
Services  Board  instead  of  the  present 
four  area  boards.  Apart  from  the  simpli- 
fication, the  cost  to  the  State  would  be 
greatly  reduced. 

Veterinary  medicines 

The  secretary.  Northern  Ireland  Veter- 
inary Association,  has  confirmed  that 
representatives  of  his  association  and  of 
pharmacists  would  meet  on  July  30,  to 
discuss  aspects  of  the  sale  and  supply  of 
veterinary  medicines. 

The  report  from  the  Finance  Commit- 
tee was  adopted.  Presenting  the  report, 
Mr  W.  J.  Bolon  said  he  expected  income 
for  the  year  ending  July  31  to  exceed 
expenditure  by  just  over  £3,000.  He 
thought  that  satisfactory  considering  ex- 
penditure had  been  incurred  in  repairing 
and  redecorating  the  Society's  house,  and 
in  purchasing  essential  equipment  for  the 
office. 

Advice  so  far  received  concerning  the 
Society  becoming  registered  for  VAT 
seemed  to  indicate  such  a  step  would 


have  a  retrograde  effect.  However,  the 
advice  of  the  auditors  could  be  sought 
when  the  Society's  accounts  were  being 
prepared  shortly,  and  the  Committee 
would  probably  make  its  recommendation 
at  the  Council's  next  meeting,  on 
September  20.  The  Society's  annual  meet- 
ing is  to  be  held  on  September  27. 

The  president  reminded  members  that 
a  president's  "At  home"  would  be  held 
on  October  4,  when  Mr  G.  E.  Applebe, 
head  of  the  law  department  of  the 
Pharmaceutical  Society  of  Great  Britain, 
would  speak  about  pharmaceutical  legis- 
lation. 

C.  W.  Young  Scholarship 

The  application  of  Miss  Mei  Ling  Soh 
for  the  1979-80  C.  W.  Young  Scholarship 
was  granted.  Miss  Soh  obtained  a  first 
class  honours  BSc  (Pharmacy)  degree  of 
Queen's  University,  Belfast.  She  was  not 
eligible  for  a  scholarship  from  the 
Department  of  Education.  Mrs  C.  B.  A. 
Watson  asked  if  any  publicity  was  given 
to  students  about  the  C.  W.  Young 
award;  how  did  undergraduates  know  of 
its  existence?  The  secretary  said  that 
unfortunately  neither  Professor  P.  F. 
D'Arcy  nor  Dr  J.  G.  Swanton  could 
attend  the  meeting,  but  he  assumed  that 
lecturers  advised  suitable  candidates. 
Mrs  C.  O'Rourke  thought  the  scholarship 
was  useful  because  it  could  be  awarded 
to  a  graduate  wishing  to  undertake  a 
course  leading  to  a  higher  degree  but 
who  had  not  obtained  the  minimum 
standard  required  for  a  Department  of 
Education  award.  Unfortunately,  the 
Council  had  no  knowledge  of  such 
students  who  would  be  deterred  from 
further  study  by  the  financial  difficulties. 
After  further  discussion,  it  was  agreed 
that  the  secretary  should,  in  March  of 
each  year,  ask  the  department  of 
pharmacy  at  Queen's  University  for  a  list 
of  final  year  students  who  had  expressed 
a  wish  to  proceed  to  a  higher  degree. 

The  following  applications  for  registra- 
tion as  students  were  granted: 

E.  M.  Beatty,  180  Magheraconluce 
Road,  Anahilt,  Hillsborough,  co  Down; 

D.  A.  Cowan,  37  Ashgrove  Avenue,  Ban- 
bridge,  co  Down;  R.  Donnan,  The 
Strand,  231  Ardglass  Road,  Ardglass, 
Downpatrick.  co  Down;  A.  M.  T.  Don- 
nelly, 75  Main  Street,  Portglenone,  co 
Antrim;  K.  J.  Hackett,  29  Sandymount 
Street.  Stranmillis  Road.  Belfast  BT9 
5DP;  E.  R.  Lennon,  29  Sandymount 
Street.  Belfast  BT9  5DP;  H.  A.  McCul- 
lough,  92  Ainsworth  Avenue,  Belfast 
BT13  3EP;  S.  O'Reilly,  Maguiresbridge, 
co  Fermanagh;  K.  A.  Sheenan.  68  Manse 
Road,  Kilkeel,  co  Down;  J.  O.  Throne, 
8  Grangefoyle  Road,  Bready,  Strabane, 
co  Tyrone. 


Conference  booking 
surcharge 

The  organisers  of  the  British  Pharm- 
aceutical conference  to  be  held  in 
Exeter,  September  10-14,  point  out  that 
there  will  be  a  £5  surcharge  for  applica- 
tions posted  on  or  after  August  13.  The 
charge  is  designed  to  cover  extra  print- 
ing and  administration  after  the  official 
list  is  closed. 

Some  events  are  fully  booked,  includ- 
ing the  Honiton  lace  (Tuesday)  and 
Devon  Inns  (Friday)  excursions,  and  the 
barbeque  and  skittles  evenings  (Wednes- 
day). Applicants  will  be  given  the  choice 
of  an  amended  fee  and  dinner  on 
Wednesday. 

Further  to  FP57 

Last  week's  report  on  the  National 
Pharmaceutical  Association's  recom- 
mendations for  amending  Form  FP57 
(pl34)  should  have  read  as  follows  (not 
as  stated): 

"Until  forms  showing  new  denomina- 
tions become  available,  pharmacists 
will  have  the  alternative  of  either 
issuing  multiples  of  the  existing  form 
(20p,  25p,  40p  and  £1)  or  'exceptionally', 
amending  the  form  in  manuscript  and 
authenticating  it  by  initialling  and  rub- 
ber stamping". 

June  closures 

Lhe  breakdown  of  June  closures  and 
openings  of  pharmacies  (July  21,  p98) 
was  given  incorrectly.  It  should  have 
been  as  follows:  in  England  30  closed 
down,  two  of  which  were  in  London,  and 
14  opened  up,  two  again  being  in 
London.  In  Scotland  six  closed  down 
and  three  opened  up  and  in  Wales  two 
closed  down  and  one  opened  up.  There 
was  a  net  loss  of  20  pharmacies  from  the 
Register. 


Health  centre  news 

North  Western  RHA  is  seeking  plan- 
ning permission  for  a  health  centre  at 
Lancastergate,  Leyland,  Lanes. 

Approval  is  sought  by  Lancashire  AHA 
for  a  health  centre  at  Cop  Lane,  Pen- 
vvortham  near  Preston,  Lanes. 

A  two  storey  health  centre  is  to  be  built 
at  Bushey,  Herts  at  a  cost  of  £445,947, 
for  the  Hertfordshire  AHA.  The  build- 
ing period  will  cover  78  weeks. 

Work  has  now  started  on  building  a 
£260,000  health  centre  at  Becclcs,  Suf- 
folk for  the  East  Anglian  RHA.  It  should 
be  ready  in  16  months. 

North-West  Thames  RHA  is  recom- 
mended to  approve  the  costs  of  the 
stage  2  contract  for  the  Harefield  Health 
Centre,  Hillingdon  which  will  cost  an 
estimated  £346,429  and  also  stage  1  of  a 
health  centre  at  Shefford,  Berks,  costing 
an  estimated  £396.706.  The  authority 
is  further  recommended  to  approve  the 
costs  of  stage  2  of  a  health  clinic  at 
Southall  costing  £432,959. 
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COMPANY  NEWS 

Macarthy's  profit 
margins  reduced 

Sales  of  £94.6  million  and  pre-tax  profits 
of  £3m  have  been  announced  by 
Macarthys  for  their  distribution  activity 
to  the  year  ended  April  30.  Correspond- 
ing figures  for  the  previous  year  are 
£70.4m  and  £2.4m. 

The  preliminary  report  says  external 
group  sales  have  increased  by  more  than 
30  per  cent  to  £119m  (£90.4m).  As  the 
result  of  the  very  price-competitive  mar- 
kets, gross  profit  margins  have  "inevit- 
able reduced,  but  our  trading  profits 
indicate  that  we  can  operate  successfully 
under  present  conditions".  Group  profits 
increased  to  £3. 8m  (£3. 2m). 

Sales  for  retailing  amounted  to  £14m 
(£11.8m)  and  profits  £0.61  m  (£0.60rn). 
Manufacturing  sales  were  £2. 9m  (£2. 8m) 
and  profits  £0.14m  (£0.19m).  The  sur- 
gical division  realised  £10. 4m  (£8. 7m) 
with  profits  of  £0.48m  (£0.45m).  Sales  in 
the  veterinary  division  were  £8. 9m 
(£5. 9m)  and  profits  were  £0.44m 
(£0.37m).  The  statement  says  the  pro- 
posed total  dividend  of  6.5p  (4.38p)  rep- 
resents a  more  realistic  return  to  share- 
holders than  was  possible  during  divi- 
dent  restraint. 

Sangers'  p  ans 
depend  on  margins 

Sangers  plans  for  the  future  depended  on 
the  success  of  diversification  and  there 
being  no  further  erosion  of  margins  in 
their  traditional  wholesaling  business, 
chairman,  Mr  Hugh  Nicholson  told 
shareholders  last  week. 

Speaking  at  the  annual  general 
meeting  in  London,  Mr  Nicholson  said 
group  sales  were  12  per  cent  higher  in 
the  first  four  months  (to  June)  of  the 
current  year  than  during  the  same  period 
last  year.  The  increase  not  being  far 
different  from  the  rate  of  inflation,  Mr 
Nicholson  said  effectively  there  had  been 
little  volume  growth. 

Since  the  end  of  the  financial  year, 
Sangers'  traditional  business  of  pharma- 
ceutical wholesaling  had  suffered  from 
increased  price  cutting  by  competitors, 
who  seemed  to  have  abandoned  resale 
price  maintenance  completely,  he  conti- 
nued. There  had  been  wage  increases 
greater  than  could  reasonably  have  been 
expected,  and  considerable  general  price 
increases. 

"In  particular,  the  cost  of  petrol  and 
oil  had  gone  up  alarmingly,  and  the 
company,  being  transport  intensive,  and 
relying  on  a  high  standard  of  service  to 
customers,  it  was  virtually  impossible  to 
maintain  profits  in  the  shorter  term. 
There  were  some  bright  features,  how- 
ever, in  particular  the  results  so  far  in 
retail  optics  and  photographic  divisions. 

Turning  to  the  appointment  of  chief 
executive,  Mr  Crawford  Graham,  Mr 
Nicholson  said  he  expected  him  to  lead 


the  company  to  great  heights  over  the 
next  years.  The  chairman  also  announ- 
ced that  Mr  George  Robinson  was 
joining  the  Board  as  a  non-executive 
director. 

New  Roche  offices 
win  award 

Roche's  new  administrative  building  in 
Welwyn  Garden  City,  has  won  the  "Office 
of  the  Year  Award  1979."  The  award, 
organised  by  the  Institute  of  Administra- 
tive Management  every  two  years,  is 
presented  for  the  way  in  which  a  com- 
pany has  looked  at  its  accommodation 
needs,  how  the  design  met  those  needs 
and  the  quality  of  the  working 
environment. 

Sir  Peter  Masefield,  chairman  of  the 
Royal  Society  of  Arts,  said,  when  making 
the  award  last  week  that  the  Roche 
offices  had  a  "general  air  of  light  and 
cheerfulness  and  must  be  a  delight  to  work 
in."  Specially  designed  ceilings,  possibly 
the  first  in  the  UK,  kept  heat  loss  to  a 
minimum  and  dispersed  any  excess. 
External  sun  blinds  responded  to  photo- 
electric cells  on  the  roof  and  the  building, 
apart  from  in  the  early  morning,  was 
generally  self-heat  generating.  The  offices, 
completed  in  August  1978,  house  184 
employees  (see  picture  below). 

Ciba-Geigy's  profits 
plummet 

Sales  of  Ciba-Geigy  (UK)  rose  by  12  per 
cent  in  1978  to  £340.6  million  but  pre- 
tax profits  fell  to  £4  million  from  over 
£16  million  in  1977. 

The  decline  in  profits  is  attributed  to 
lack  of  UK  industrial  growth,  strength- 
ening of  foreign  currencies  against  ster- 
ling, with  consequent  increased  cost  of 
imported  raw  materials,  combined  with 


an  inability  to  improve  efficiency  or  raise 
selling  prices  enough  to  compensate. 

The  company  had  a  satisfactory  year, 
however,  in  the  field  of  pharmaceuticals, 
with  total  sales  of  £56.8  million,  an  in- 
crease of  10  per  cent  over  the  previous 
year. 

Delay  in  obtaining  product  licences 
from  the  Government  is  blamed  for  the 
restricted  sales  growth  which  had  to  be 
achieved  without  the  benefit  of  any  new 
introductions  until  the  last  quarter. 
Trasidrex,  a  new  combination  product 
for  high  blood  pressure,  could  then  be 
made  available  through  the  Ci'ba  line, 
and  demand  is  expected  to  be  high  as 
the  product  is  based  on  the  established 
beta-blocker,  Trasicor,  which  remains 
the  highest  selling  "ethical"  pharma- 
ceutical product  in  the  country. 

Of  the  Geigy  line  products,  Lopresor, 
a  beta-blocker  with  different  qualities, 
did  well,  and  Tegretol,  found  increasing 
use  in  the  treatment  of  certain  types  of 
nervous  disorder.  The  Voltarol  clinical 
research  programme  to  develop  a  new 
anti-inflammatory  drug,  was  successfully 
completed.  This  product  has  been  found 
effective  in  the  treatment  of  arthritis 
with  relative  freedom  from  side-effects. 

□  Ciba-Geigy,  the  Swiss  chemical  group, 
report  a  6  per  cent  growth  in  sales  for 
the  first  half  of  this  year. 

Sales  reached  SwFr  5.3bn  ($3.25bn) 
compared  with  SwFr  5bn  at  the  same 
time  last  year.  Pharmaceutical  sales  rose 
2  per  cent  in  keeping  with  expectations. 

Alginate-Merck 
merger 

Alginate  Industries,  who  extract  algin- 
ates from  seaweed  at  their  two  plants  in 
the  Scottish  Highlands,  have  agreed 
terms  for  a  merger  with  the  American 
drug  company,  Merck.  The  sum  agreed 
is  £23  million. 


An  open  plan  office  in  Roche's  new  administrative  building  at  Welwyn  Garden  City.  The 
"integrated"  ceiling  helps  control  the  room  temperature 
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Announcement  of  the  merger  fol- 
lowed closely  on  the  heels  of  the 
Monopolies  and  Mergers  Commission 
agreement  to  the  move.  In  answer  to  a 
Commons  question  about  the  deal,  Mrs 
Sally  Oppenheim,  Minister  for  Consumer 
Affairs,  said  the  Commission  had  con- 
cluded that  the  merger  might  not  be  ex- 
pected to  operate  against  the  public 
interest.  The  other  American  contender 
for  Alginate,  FMC,  has  dropped  out. 

Hoechst  confident 
in  chemicals 

The  Hoechst  Group  has  announced  a 
7  to  8  per  cent  growth  in  output  and 
worldwide  profits  of  DM  417  million  for 
1978. 

Sales  totalled  DM  24,191  million  in 
1978  compared  with  DM  23.298  million 
in  1977.  However,  those  by  the  parent 
company,  Hoechst  AG,  showed  a  slight 
decline  which  chairman.  Professor,  Dr 
Rolf  Sammet,  attributes  exclusively  to 
falling  prices.  In  the  company's  annual 
report,  Dr  Sammet  says  Hoechst  AG 
put  up  a  creditable  performance  in  a 
difficult  year  for  the  chemical  industry. 
In  the  first  five  months  of  1979,  Hoechst 
AG's  sales  rose  by  11.3  per  cent  and  the 
income  situation  also  continued  to  im- 
prove during  this  period. 

Dr  Sammet  expressed  his  confidence 
in  the  decisive  contribution  the  chemical 
industry  can  make  to  the  world 
economy.  Hoechst's  expenditure  on  re- 
search and  development  in  1978  ex- 
ceeded DM  1  billion. 

Briefly 

Wellcome  Foundation  is  seeking  planning 
approval  for  the  alteration  and  refurbish- 
ing of  building  116  at  Wellcome  Research 
Laboratories,  Beckenham. 
John  &  E.  Sturge  Ltd,  1  Wheeleys  Road, 
Birmingham  B15  2LE,  now  assume 
direct  sales  responsibility  for  the  follow- 
ing Ingelheim  chemical  product  groups: 
organic  acids  and  derivatives;  enzymes; 
chemicals  for  synthesis;  and  research 
chemicals.  This  is  the  first  step  towards 
rationalising  the  marketing  of  Boehringer 
Ingelheim  chemicals  in  the  UK. 
Because  of  "significant  changes  in  the 
trading  position"  of  Ward  Blenkinsop 
&  Co  Ltd  compared  with  the  position 
ruling  when  Laporte  Industries  (Hold- 
ings) Ltd  agreed  to  acquire  that  com- 
pany (C&D,  April  14,  p538),  Laporte 
have  decided  not  to  proceed  with  the 
offer,  Mr  R.  M.  Ringwald,  chairman  of 
Laporte,  told  the  shareholders  at  the 
annual  meeting. 

Squibb  Corporation  have  reported  in- 
creased sales  and  net  income  in  the 
second  quarter  of  1979,  with  sales 
reaching  a  new  high  of  $431,933,000,  an 
increase  of  20  per  cent  from  sales  in 
the  corresponding  period  of  1978.  Net 
income  of  $28,640,000  was  up  9  per  cent 
on  the  same  period  1978.  E.  R.  Squibb 
and  Sons,  Inc,  the  pharmaceutical  sub- 
sidiary achieved  strong  sales  gains  in  the 
second  quarter,  with  especially  good 
performances  being  recorded  in  major 
European  markets. 


APPOINTMENTS 


Wyeth  Laboratories:  Dr  Peter  J.  Ward 
has  been  appointed  medical  advisor. 
West  Pharmaplastics:  Mr  Kevin  Felton 
has  been  appointed  technical  manager. 
Rockware  Group  Ltd:  Mr  Richard 
Andrews  has  been  appointed  company 
secretary. 

Unichem  Ltd:  Mr  James  Murphy  has 
been  appointed  area  sales  representative 
covering  West  Scotland. 
Dendron  Ltd:  Mr  Don  McLeod  has  been 
named  as  area  representative  for  the 
west,  south  west  and  north  west  London, 
Bucks,  Middx  and  Herts  areas. 
Wilkinson  Sword  Ltd:  Mr  Huw  Griffiths 
has  been  appointed  product  manager  for 
shaving  products.  He  was  previously 
junior  product  manager  with  Carnation 
Foods. 


Brent  Chemicals  International:  Mr  P.  J. 

Hurst  has  been  appointed  financial  direc- 
tor of  Swales  Chemicals  division. 
Delmar  Sundries  Ltd:  This  recently 
formed  company  has  appointed  Mr  Colin 
Smith  as  representative  in  the  London, 
East  Anglia  and  Hertfordshire  area. 
Seton  Products  Ltd:  Mr  Geoffrey 
Thompson  has  been  appointed  area 
representative  for  the  North  West 
Regional  Health  Authority.  The  Seton 
Group  is  based  in  Oldham.  He  replaces 
Miss  Janice  Hadfield,  who  has  become 
the  area  representative  in  the  Yorkshire 
Regional  Health  Authority. 
British  Tissues  Ltd:  Mr  Ken  Marr 
becomes  products  manager  of  Dixcel 
toilet  rolls,  Mr  John  Cannon,  product 
manager  on  facial  tissues  and  kitchen 
towels  and  Ms  Shirley  Platzer  product 
manager  of  Glen  toilet  rolls,  at  the 
company's  marketing  division  at  Slough 
which  is  headed  by  Mr  David  Scurr, 
general  marketing  manager. 


The  annual  tournament  for  the  Barclay  Trophy,  run  by  the  Leeds  Chemist  (golf 
section),  was  won  by  Mr  H.  Reynolds  (third  from  left)  with  Mr  B.  Jackson  (left)  second, 
and  Mr  C.  Hetherington  (right),  third.  Also  pictured  are  Mr  T.  Parkinson,  depot 
manager  for  Barclays  Leeds  (left),  and  Mr  A.  D.  White,  Barclays'  Regional  manager, 
and  Mr  K.  A.  Warren,  operations  director  of  Barclays,  who  made  the  presentation 


Remington    Consumer    Products  Ltd: 

Mr  David  Marshall  area  sales  manager 
has  increased  his  area  to  cover  north- 
east, South-east  and  part  of  Central 
London. 

Bristol-Myers  Co  Ltd:  Mr  Jim  Bradford 

has  been  appointed  as  a  product  manager 
for  Mum.  Mr  Bradford  joins  the  com- 
pany from  Nestle.  He  also  has  experience 
in  sales  and  marketing  development  from 
Rockware  Glass. 

Clairol  Appliances:  Fione  Harrison  has 
been  promoted  to  marketing  manager, 
new  products,  Europe,  Middle  East  and 
Africa.  Mike  Pearce  has  been  appointed 
product  manager,  existing  products,  UK 
and  Eire. 

H.  J.  Heinz  Co  Ltd:  Mr  Derek  Finlay 
has  been  appointed  managing  director, 
Heinz  UK.  Mr  Finlay  has  come  to  Heinz 
from  the  McKensey  Co  where  for  the 
last  seven  years  he  has  been  director 
responsible  for  marketing  throughout 
Europe. 


Johnson  &  Johnson:  Mr  K.  D.  Smith, 
has  been  appointed  contract  manager 
(north)  for  the  patient  care  division.  Mr 
Smith  joined  the  company  in  1966  and 
has  held  positions  in  sales  and  sales 
management. 

Ashe  Laboratories:  Tony  Grayling 
becomes  senior  product  manager  for 
dietary  and  Sherley's  pet  care  products. 
LIndy  Sayle  Creer  becomes  senior  pro- 
duct manager  for  toiletries  and  Maws 
baby  care  products.  Cynthia  Pease, 
senior  product  manager  of  Vitapointe 
and  Eugene  hair  care  products,  will 
now  also  handle  pharmaceuticals. 

Weleda  (UK)  Ltd:  Ms  Celia  Williams 
has  been  appointed  special  health  and 
beauty  training  adviser.  She  will  organise 
one-  and  two-day  training  schools  for 
store  staff  in  London,  the  south  and 
west.  She  will  also  talk  to  consumers  at 
public  meetings,  demonstrations,  and 
shop  promotions  in  Kent  coastal  towns. 
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MARKET  NEWS 

Oils  in  demand 
as  prices  slump 

London,  August  1:  Normally  at  this  time 
of  the  year  demand  for  essential  oils 
is  at  a  low  level  but  in  the  past  week 
this  sector  of  the  market  has  been 
bouyant,  because  of  lower  prices 
quoted  at  origin  for  a  number  of  im- 
portant items.  For  reasons  unknown 
here,  Brazil  shippers  have  sharply  re- 
duced their  quotations  for  peppermint 
and  quite  a  lot  of  business  was  booked 
at  the  lower  levels.  The  Chinese  oil 
was  also  lowered  but  by  a  smaller 
margin  as  it  was  already  very  compe- 
titive with  the  Brazilian.  Patchouli  also 
fell  sharply  whilst  marginal  falls  were 
registered  because  of  the  strong 
pound  by  cassia,  cinnamon  leaf,  clove 
leaf,  geranium,  nutmeg  and  vetivert. 

In  pharmaceutical  chemicals  sodi- 
um perborate  and  percarbonate  be- 
came dearer  from  the  end  of  July. 
Some  of  the  lower-priced  chemicals 
such  as  sodium  and  magnesium  sul- 
phates, whilst  not  having  their  basic 
prices  changed,  now  carry  a  varying 
fuel  surcharge.  Magnesium  hydroxide, 
oxide  and  light  carbonate  are  substan- 
tially advanced.  Botanicals  continued 
to  ease  particularly  those  which  are 
normally  quoted  overseas  in  US 
dollars. 

Pharmaceutical  chemicals 

Acetone:  £390  metric  ton  for  30-drum  lots. 
Ammonium  acetate:  BPC  1949  crystals  £0.7378  kg 
m  50  kg  lots;  strong  solution  BPC  1953  £0.243  kg 
in  250-kg  lots. 

Ammonium  bicarbonate:  BPC  £190.83  metric  ton, 
ex-works,  in  50-kg  bags. 

Ammonium  chloride:  Pure  in  50-kg  lots  £0.2344  kg 
for  powder. 

Ammonium  tartrate:  Commercial  £2.28  kg  in  50-kg 
lots. 

Calamine:  BP  £653  per  1,000-kg  delivered. 
Calcium  ascorbate:  £7.28  kg  in  5-kg  pack. 
Calcium    carbonate:    Light    precipitated    BP  £175 

metric  ton  delivered. 

Calcium  chloride:  BP  anhydrous  96/98%   £1.13  kg 

in  50-kg  lots  of  powder;  granular  £1.15  hexahydrate 

crystals  BP   1968  £0.81. 

Calcium  gluconate:  £1.800  per  metric  ton. 

Calcium  pantothenate:  £8.31  kg  in  25-kg  lots. 

Calcium  lactate:  100  kg  lots  £1.55. 

Maanesium    carbonate:    BP    per   metric   ton — heavy 

£590,  light  £580. 

Magnesium  chloride:  BP  crystals  £0.83  kg  for  50-kg 
lots. 

Magnesium  d;hydrogen  phosphate:  Pure  £2.29  kg 
in  50-kg  lots. 

IVIaanesium    hydroxide-     (metric    ton)     BPC  light 
£1,540;:   28  per  cent  paste  £470. 
Magnesium  oxide:  BP  per  metric  ton,  heavy  £1,350; 
light  £1,540. 

Magnesium    sulohate:    BP    £131-£136    metric  ton; 
commercial   £118.50,   exsiccated   BP  £262. 
Magnesium  trisilicate:  £0.90  kg  in  minimum  1,000- 
kg  lot. 

Sodium  acetate:  BP  crystals  £0.94  kg  in  50-kg. 
Sodium  acid  phosphate:  BP  crystals  £1 .19-E1 .34  kg 
as  to  source  for  50-kq  lots. 
Sodium  b»nz~3te:  £0.6347  kg  500-kg  lots. 
Sodium   bicarbonate:   BP  from   £107.24   metric  ton 
as  to  grade  in  minimum.  10-ton  lots  delivered  UK. 
Sodium  carbonate:  Anhydrous  £460  per  metric  ton. 
Sodium  chloride:  Vacuum-dried  in  ton  lots  £31.52- 
£33.08  metric  ton  as  to  packing,  delivered  London. 
Sodium  citrate:  Granular  £797  metric  ton:  powder 
£817. 

Sodium  fluoride:  in  50-kg  lots  £2.43  kg. 
Sodium  Gluconate:  Technical  £756  metric  ton. 
Sodium   hydroxide:   Pellets   BP  1973   in   50-kg  lots 

£0.P2-£0.93  kgh. 

Sodium  nitrate:  Recrystallised  £0.84  kg  for  50-kg 
lots. 

Sodium    nitrite:    BPC    1973    £0.90-£1.18    kg    as  to 

maker  for  50-kg  lots. 

Sodium    perborate:    (per    1,000    kg)  monohydrate 

£584;   tetrahydrate  £346. 

Sodium  percarbonate:  £457  per  metric  ton. 
Sodium  sulphate:  Fine  crystals  BP  £87.80  per  merric 
ton,     pea     crystals     £107.30:     commercial  £37.60 
ex  works. 

Sodium  sulphite:  Crystals  £0.1655  kg  (500  kg  mini- 
mum) 

Sodium  thiosulphate:  photo  grade  £187  per  metric 
ton;  £174.50  ton  in  4-ton  lots. 


Crude  drugs 

Agar:  Spanish/Portuguese  £6.50  kg. 

Aloes:  Cape  £1,070  ton  spot;  £1,055,  cif.  Curacao 

nominally  £2,240,   cif,   no  spot. 

No  spot;  £9.45,  cif.  Tolu:  £5.95  spot. 

Balsams:     (kg)     Canada:    Lower    at    £12.25  spot 

£12.10,   cif.   Copaiba:   £3.05  spot  £2.85,  cif.  Peru: 

No  spot,    £9.45,    cif.  Tolu   £5.95  spot. 

Belladonna:    (kg)    cif   herb   E1.39J;    leaves  £2.11: 

root  no  offers. 

Benzoin:  £195,  cif. 

Buchu:  Leaves  £1.40  kg  spot;  £1.33,  cif,  nominal. 
Camphor:  Natural  powder  £5.60  kg  spot;  £5.10,  cif. 
Synthetic  £0.96  spot;  £0.92,  cif. 
Cardamoms:  Alleppy  green  No.  2  £9  kg,  cif. 
Cascara:  £1.145  metric  ton  spot;  £995,  cif. 
Cherry    bark:    Spot    £1,110    metric    ton;  shipment 
£990.  cif. 

Cinnamon:  Seychelles  bark  £480  metric  ton  spot: 
£400,  cif.  Ceylon  quills  4  o's  £0.64J  lb,  featherings 
£0.16,   lb,  cif. 

Cloves:  Madagascar/Zanzibar  £4,160  metric  ton 
spot;  £3,750,  cif. 

Cochineal:  Tenerife  black  brilliant  spot  £17.20  kg 
nominal.  Peru  silver  grey  £14.60  spot;  £14.15,  cif. 
Dandelion:  Spot  £1,945  metric  ton  spot;  £1,750,  cif. 
Ergot:  No  offers. 

Gentian  root:  £1,840  metric  ton  spot;  £1,765,  cif. 
Ginger:  Cochin  £515  metric  ton  spot  shipment 
£415,  cif.  Other  sources  not  quoted. 
Henbane:  Niger  £1.390  metric  ton  spot;  £1,350,  cif. 
Hydrastis:  Spot  £29.65  kg;  no  cif. 
Honey:  (per  metric  ton  in  6-cwt  drums  ex  ware- 
house). Australian  light  and  medium  ambers  £695. 
Canadian  £854;  Mexican  £695-£700.  Argentinian 
£820  (white). 

Ipecacuanha:  (kg)  Costa  Rican  £16  nominal.  Matto 
Grosso  £16.10  kg;  cif,  nominal.' 
Jalap:  Spot  £2,405  metric  ton. 
Kola  nuts:  £480  metric  ton  spot;  £420,  cif. 
Lemon  peei:  Spot  £1,140  metric   ton;   £1,050,  cif. 
Liquorice    root:    Chinese    £565    metric    ton  spot 
£525,   cif.   Block  juice  £1 .63-E1 .90  kg  spot. 
Lobelia:  American  nominal.  European  £1,650,  metric 
ton,  cif. 

Lycopodium:  £4.80  kg  soot;  no  cif. 

Mace:    Grenada    unsorted    $2,750    metric    ton,  fob 

whole  $3,000. 

Menthol:     (kg)     Brazilian     £5.70     spot     and  cif. 
Chinese  £6  duty  paid;  £5.35,  cif. 
Nutmeg:  (per  metric  ton  fob)  Grenada  80's  $2,950 
sound  unassorted  $2,650  110's  $2,750,  bwb  defec- 
tives $1,750. 

Nux  Vomica-  No  spot  or  cif. 

Pimento:  Jamaican  £1,120  metric  ton  spot:  £1,085. 
Pepper:    (metric  ton)   Sarawak  black  £1.000  spot, 
S1.900.   cif;   white  £1.475  spot;  $2,650,  cif. 
Podophyllum:    Root   Chinese   no   spot;    £400  metric 
ton,  cif. 

Quillaia:   Spot   £995   metric  ton;    £720,  cif. 
Rhubarb:  Chinese  rounds  60  per  cent  pinky  £3.30 
kg,  spot;  £3.  cif. 

Saffron:  Mancha  superior  £740  kg  spot;  Rio  £785. 
Sarsaparilla:  Jamaican  £1,915  metric  ton  spot; 
£1,840,  cif. 

Seeds:  (metric  ton,  cif)  Anise:  China  £815  for 
shipment.  Celery:  Indian  £470.  Coriander:  Moroccan 
£195.  Cumin:  Indian  £800.  Iranian  £800.  Fennel: 
Indian  £425.  Fenugreek:  Moroccan  unquoted;  Indian 
£255. 

Senega:  Canadian  £10.05  kg  spot;  £8.35.  cif. 
Senna:    (kg)    Alexandria    pods    hand-picked  from 
£2  upwards;  manufacturing  £0.60.  Tinnevelly  f  a  q 
leaves  £0.46;  pods,  faq  £0.48;   hand-picked  £0.55, 
Squill:  Italian  white  nominal. 

Styrax:  Turkish  natural  £5.60  kg  spot;  £5.60,  cif. 
nominal. 

Tonquin  beans:  Para  £3.15;  kg  spot  £2.85,  cif. 
Turmeric:  Madras  finger  £650  metric  ton  spot, 
nominal  £480.  cif. 

Valerian:  Dutch  £1,890  metric  ton  spot;  £1,820,  cif; 
lnd:an   £1.215  spot;   £1,180,  cif. 

Witchhazel  leaves:  £2.25  kg  spot:  £2,  cif; 
liquid    £0.47  kg. 


Essential  and  expressed  oils 

Almond:  Sweet  in   drum   lots  £1.35  kg  duty  paid, 

both  nominal. 

Anise:  (kg)  Spot  £14.60:  shipment  £14.10,  cif. 
Bay:  West  Indian  £11.25  kg  spot;  £10.50,  cif. 
Bergamct:  £48.50  kg  nominal. 

Bois  de  rose:  Spot  £6.25  kg;  shipment  £6.10,  cif. 
Buchu:  South  African  £125  per  kg  spot;  English 
distilled  £185. 

Cade:  Spanish  £1.60  kg  spot  nominal. 
Ca-phor:  White  £0.85  kq  spot;  £0.82,  cif. 
Cananga:  Indonesia  £16.25  kg  spot  and  cif. 
Cardamom:  Eno  I  ish-d  i  s  t  i  I  led  £270  kg. 
Cassia:  No  sopt;  shipment  £37.25  kg,  cif. 
Cedarwood:   Chinese  £1.15  kq  spot;  £1.10,  cif. 
Cinnamon:    Ceylon    leaf    £2.35    kg    spot    and  cif; 
bark.   English-distihed  £160. 

Citronella:  Ceylon  £2.65  kg  spot;  £2.50,  cif. 
Ch'nese  no  spot;  £3.40,  cif. 

Clove:    Indonesian    leaf,    E2.10   kg    spot;  shipment 
£1.85.    cif.    English-distilled    bud  £40. 
Cona-ider:  Russian  about  £20.50  kg. 
Eucalyptus:  Chinese  £1.55  kg  spot  and  cif. 
Fennel:  Spanish  sweet  £10  kg  spot. 
Geranium:   Bourbon  £43.50  kg  spot  and  cif. 
Ginger:  Chinese  £42  kg  spot;   £40.50,  cif.  English 
distilled  £95. 

Lavender  spike:  £13.50  kg  spot. 

Lemon:    Sxilian    best    grades    about    £16    kg  in 

drum  lots. 

Lemonqrass:  Cochin  £5  kg  spot  nominal;  £4.45,  cif. 
Lime:  West  Indian  £12  kg  spot. 
Mandarin:  Spot  £25  kq. 

Nutmeg:  East  Indian  £8.75  kg  spot;  £8.25,  cif.  Eng- 
lish-distilled £18. 

C'ive:    Spanish    £1.340    per   metric    ton    in  200-kg 
drums  ex  wharf;  Mediterranean  oriain  £1,360. 
Orange:    For    shipment.     Florida    £0.58;  Brazilian 
£0.45,  cif. 

Origanum:  Spanish  70  per  cent  £19  kg. 
Palmarosa:  Spot  £16  kg;  £T5.40,  cif. 
Patchouli:  Indonesia  £13  spot  and  cif. 


Pennyroyal:  From  £10  per  kg  spot. 

Peppermint:      (kg)     Arvensis — Brazilian     £4  spot; 

£3.90,  cif.  Chinese  £3.20  spot;  £3.10,  cif.  Piperata- 

American  from  £12  spot;  £11,  cif. 

Pepper:  English-distilled  ex  black  £140  kg. 

Petitgrain:   Paraquay  £5  kg  spot;   £4.75,  cif. 

Rosemary:  £7.50  kg  spot. 

Sandalwood:  Mysore  £70  kg  spot.  East  Indian 
£57.50  spot. 

Sassafras:  Brazilian  £2  kg  spot;  £1.75,  cif. 
Spearmint:  Chinese  £10  kg  spot  and  cil.  American 
£10.75,  cif. 

Thyme:  Red  55%  £16.20  kg  spot. 

Vetivert  £16.50  kg  spot;  £15.75,  cif. 

The  prices  given  are  those  obtained  by  importers  or 

manufacturers  for  bulk  quantities  and  do  not  include 

value  addad  tax.  They  represent  the  last  quoted  or 

accepted  prices  as  we  go  to  press. 


Westminster  Report 

Origin  marking  under 
review 

A  review  of  policy  on  the  origin  mark- 
ing of  imported  goods  and  a  formal 
reference  to  the  National  Consumer 
Council  to  see  whether  consumers  want 
and  need  such  markings  have  been  an- 
nounced by  Mrs  Sally  Oppenheim, 
Minister  for  Consumer  Affairs. 

In  reply  to  a  Parliamentary  question 
from  Mr  John  Loveridge,  MP,  Mrs 
Oppenheim  said  she  had  ordered  a  re- 
view of  policy  in  this  area  to  establish 
whether  consumers  want  and  need  to 
know  the  country  in  which  consumer 
goods  are  made,  and  how,  and  in  what 
way,  any  country  of  origin  information 
already  available  affects  their  buying 
decisions.  Mrs  Oppenheim  promised  to 
consult  interested  parties  if  they  decide 
to  introduce  origin  marking. 
No  country  of  origin  marking  is  required 
for  goods  manufactured  and  sold  in  the 
UK  but  imported  goods  sold  here  with 
a  UK  trade  name  or  mark  are  required, 
under  the  Trade  Descriptions  Act.  to 
carry  a  conspicuous  indication  of  coun- 
try of  origin. 

Branded  drugs 

Dr  Roger  Thomas  asked  the  Secretary 
for  Social  Services,  if  to  reduce  the  cost 
of  prescribing,  he  would  seek  to  end  the 
current  practice  of  medication  being 
available  under  several  different  brand- 
names,  Dr  Gerard  Vaughan,  Minister 
for  Health,  said  in  a  Commons  written 
answer,  he  was  not  at  present  convinced 
that  such  action  would  be  practicable  or 
effective  in  achieving  the  suggested 
result. 

COMING  EVENTS 

Packaging  Index  Exhibition  and  Conference  '79 

November  6-8,  Wembley  Conference  Centre. 
Conference  Workshop  sessions  include  pharmaceu- 
tical, toiletry  and  cosmetic  packaging;  packaging 
for  profit;  and  using  packaging  to  increase  market 
share.  Exhibition  features  about  150  exhibitors. 
Further  details  from  David  Tilley.  Packaging 
Workshop  79,  Packaging  Index  Ltd,  50  The  Green. 
Warlingham,  Surrey  CR3  9NA. 

Advance  information 

Institute  of  Purchasing  and  Supply,  One  day 

conference  organised  bv  specialist  section  for  the 
pharmaceutical  and  cosmetic  industries,  October 
16,  Sudbury  House,  Newgate  Street.  London  EC1. 
Topics  include  cosmetic  marketing,  pharmaceutical 
patents,  fragrances  and  packaging.  Further 
information  from  Mrs  C.  V.  Hewgill.  conference  and 
specialist  sections,  Institute  of  Purchasing  and 
Supply,  IPS  House,  High  Street.  Ascot,  Berks 
SL5  7HG. 
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Classified  Advertisements 

Post  to  Classified  Advertisements,  Chemist  &  Druggist, 

25  New  Street  Square,  London  EC4A  3JA. 

Telephone  01-353  3212 

Publication  date  Every  Saturday 

Headings  All  advertisements  appear  under  appropriate 

headings. 

Copy  date  12  noon  Tuesday  prior  to  publication  date. 
Advertisements  should  be  prepaid. 


Circulation  ABC  July/December  1978.  17,737. 
Display/Semi  Display  £5.00  per  single  column 
centimetre,  min  25mm.  Column  width  44mm. 
Whole  Page  £450  (275mm  xl  86mm). 
Half  Page  £250  (135mm x91  mm). 
Quarter  Page  £130  (135mmx9i mm). 
Lineage  minimum  charge  £5.00  for  20  words, 
25p  per  word  extra. 
Box  Numbers  £0.60  extra. 

Series  Discounts  5%  on  3  insertions  or  over.  10%  on 
7  insertions  or  over.  15%  on  13  insertions  or  over. 


FOR  SALE 


WANTED 


COPPER  TRADING  COMPANY. 

Direct  from  the  manufacturer,  Copper 
Bangles  at  only  £65  per  hundred. 
Copper  Trading  Company,  35  High 
Street,  Banstead,  Surrey.  Tel.  Burgh 
Heath  (25)  59658. 


SINGLE  EDGE  BLADES.  20  packets 
of  5  £3.25  inclusive.  Cartons  of  100 
£3.25  inclusive.  Immediate  delivery. 
Cheque  with  order  please.  Rolenworth 
1-3  Greys  Road,  Henley-on-Thames, 
Oxon. 


RUMABRACE  SOLID  COPPER 
BRACELETS  (in  2  sizes)  R.R.P.  £1 .75. 
£10.50  per  doz.  inc.  VAT.  Post  Free. 
Cheque  with  order  Gardiner  &  Lacey, 
Chemists,  13,  St.  Giles  St.,  Norwich. 
Phone  21117. 


ONE-SIZE  TIGHTS  from  £2.15  doz. 
plus  VAT.  Min.  order  6  doz.  overall 
CWO.  Carriage  free.  Full  range  Price 
List.  E  &  R  Kaye,  3  South  Place,  London 
EC2. 


JEWELLERY.  Sterling  silver  and  9ct 
gold.  A  wide  range  of  ear-rings,  rings, 
bracelets,  chains  etc,  brought  to  your 
door  at  best  cash  prices.  Write  Lloyd 
Cole,  37  College  Avenue,  Maidenhead. 


CHEMIST  &  DRUGGIST 

gets  results.  Put  it  to  the  test  by 
posting  us  your  next  advertisement 
or  by  telephoning  us  on: 

01-353  3212  Extension  194 


AFRO'  PRODUCTS 

English,  American  and  Caribbean  products.  We  offer  a  unique  ser- 
vice, to  the  retailer,  in  most  popular  brands  of  hair  and  skin  cosmetics 
Johnsons,  Palmer's,  St.  Clares,  Dax,  La  India,  etc..  etc 

ZEBBRA  WHOLESALERS, 
127  Stoke  Newington  High  St., 
London,  N16. 

Phone  01-249  3161,  ext.  4/5. 


BUSINESS  WANTED  MISCELLANEOUS 


PRIVATE  PHARMACIST  seeks  phar- 
macy in  South  East  or  South  West  Lon- 
don, Middlesex,  Surrey,  Kent  or  Sussex 
Area.  Turnover  £70,000-£1 20,000.  Box 
No.  2646. 


"FASHION  JEWELLERY" 
Jodez  (Manchester)  Ltd., 
34  Shudehill,  Manchester  M4 1 EY 
Tel:  061-832  6564 

Largest  and  most  exclusive  range 
of  direct  and  imported  continental 
jewellery. 


BUSINESS  OPPORTUNITIES 


ATTENTION 

Health  and  Beauty 
Aids  Manufacturers! 

Are  you  considering  establishing  a  sales  network  in  America?  Are 
you  considering  making  any  changes  in  your  current  network? 
Specialist  with  15  years'  experience  in  American  drug  sales  and 
marketing  techniques  has  established  a  new  concept  in  the  design 
and  operation  of  effective  sales  networks. 
For  more  information  send  a  brief  description  of  your  pro- 
duct, your  sales  goals  and  self.  Addressed  envelope  to  Box 
No.  2648. 


OLD  AND  ANTIQUE  ARCHITEC- 
TURAL ITEMS.  Interior  and  exterior  fit- 
tines  and  fixtures.  Shop  fronts,  display 
cases,  counters,  panelling,  leaded 
glass  windows,  doors,  ceilings  and 
ironwork.  Herbert  Sutcliffe,  Ing  Hey, 
Briercliffe,  Burnley,  Lanes.  Tel.  Burnley 
(0282)  31239  or  24225. 


A.  &  H.  OTTER  LTD. 

(established  1920) 

Largest  cash  stock  buyers  in  the 

trade  for  manufacturers'  clearing 

lines,  and  retailers  stocks 

8   Northburgh   Street,  London 

EC1V  0BA.  Tel:  01-253  1184/5. 

Telegrams:  "Salvall",  London, 

E.C.1. 


LARGE  SUPPLIES 

of  French  and  other  agency 
perfumes  and  cosmetics  for 
restricted  outlets.  All  replies 
treated  with  strictest  con- 
fidence. 

Box  No.  2641 


PHARMACEUTICAL  ANTIQUES. 

Drug  runs,  shop  interiors,  bottles, 
etc.,  urgently  wanted.  Kindly  contact 
Robin  Wheeler  Antiques,  Parklands 
Park  Road,  Ashtead,  Surrey.  Tele- 
phone: Ashtead  72319.  Buyer  col- 
lects. 


Please  address  replies  to: 

BOX  No  

Chemist  &  Druggist 
Benn  Publications 
Ltd. 

25  New  Street  Square, 
London  EC4A  3JA 


BUSINESSES  FOR  SALE 


XI— WALES — high  street  shop 
and  property  for  sale,  turnover 
exceeds  quarter  of  a  million 
pounds  per  year.  Unusually 
extensive  property  gives  great 
scope  for  development.  Well  bal- 
anced, straightforward  business. 
Price,  including  freehold  prop- 
erty, £155,000  +  SAV  approx. 
£20.000. 

X2  —  NORTH  COUNTRY 
beauty  spot — retirement  vac- 
ancy, turnover  approximately 
£40.000.  freehold  property  with 
spacious  living  accommodation 
for  sale  at  £18.000.  Stock 
approximately  £4.500.  Suit  semi 
retirement. 

X3 — CENTRAL  LANCA- 
SHIRE— retirement  vacancy, 
old  established  business  dis- 
pensing 3,900  scripts  per  month. 
Total  turnover  £140,000  p.a. 
Freehold  property  for  sale 
£20,000.  Good  will  and  fixtures 
£17,000.  Stock  approximately 
£25.000. 

X4— EAST  COAST— pharmacy 
with  profitable  sub-post- 
mastership,  premises  held  on 
long  lease  at  £675  p.a.  Shop 
turnover  £60.000,  including  pro- 
ceeds of  1.500  scripts  per  month. 


Post  office  salary  in  addition 
gives  owner-manager  approx. 
£16.000  p.a.  income.  Easily  run. 
Price  £12.000  +  stock  approx. 
£8,000. 

X5  —  LANCASHIRE— drug 
store,  should  do  well  as  phar- 
macy, cash  turnover  exceeds 
£30,000,  good  shopping  site. 
Property,  to  be  let.  Living 
accommodation  with  2  bedrooms 
available.  Price:  goodwill  and  fix- 
tures £4,000.  Stock  approx- 
imately £6,000. 

X6— LEICESTER— Suburban 
Business — turnover  £55,000 
(  1977)  profits  £10,000  to 
owner/manager.  Dispenses 
approximately  2,000  pre- 
scriptions per  month.  Property 
for  sale  or  will  grant  lease.  Total 
capital  requirement  including 
freehold  £30,000  including  stock 
£12.000. 

X7— SHEFFIELD— Retirement 
vacancy.  Turnover  approx- 
imately £44.000  showing  good 
increase.  1.450  scripts  per 
months.  5.30  p.m.  closing. 
Freehold  property  £9.000.  Stock 
and  fixtures  at  valuation  approx- 
imately £3,500. 


*<£  Ernest  J/George 

>^a  .  &co  ■  ' . 

■\ K    GARDALE  HOUSE.  122  GATLEY  ROAD.  GATLEY,  CHEADLE, 
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PATENTS 


The  Proprietors  of 
British  Patent  No.  1417666, 

for  "Process  for  the  production  of 
O-Ethylphenol",  desire  to  negotiate  for 
the  sale  of  the  patent,  or  for  the  grant  of 
licences  thereunder  Particulars  from: 
Marks  &  Clerk, 
57-60  Lincoln's  Inn  Fields, 
London  WC2A  3LS. 


The  Proprietors  of 
British  Patent  No.  1249760, 

for  "Process  for  preparing  2.  3,  6, 
Trimethylhydroquinones",    desire  to 
negotiate  for  the  sale  of  the  patent,  or  for 
the  grant  of  licences  thereunder. 
Particulars  from: 
Marks  &  Clerk, 
57-60  Lincoln's  Inn  Fields, 
London  WC2A  3LS. 


SHOPFITTING 


>/y/l«m80f 


Modular  units  with  complete 
shoplifting  services.  NPU-NPA 
recommended  (for  15  years). 
Coloured  brochure-from: 
Olney  Brothers  Ltd., 
Northbridge  Road,  Berkhamsted, 
Herts.  HP4  1EG.  Tel:  5417/9 


SUPER  SHELVING  SYSTEM  WILL 
INCREASE  YOUR  TOILETRY  SALES 
BY  HUNDREDS  of  pounds.  Send  for 
colour  illustration  or  ask  us  to  call  for 
instant  quote.  Glass  display  counters 
with  'lighting,  island  sites  and  show- 
cases. Early  delivery  direct  from  mak- 
ers THIRSK  SHOPFITTINGS,  741- 
743  Garrett  Lane,  London  SW17  OPD. 
Tel:  01-946  2291. 


SPECIALIST  SHOPFITTING  SER- 
VICES. Free  Planning,  Competitive 
Prices.  Phone  061-445  3506.  H.  A. 
Peyser,  20  Fairfax  Avenue,  Didsbury. 
Manchester  M20  0AJ. 


SHOPKIT 

The  world's  first  D.I.Y.  shopfitting  system 
can  save  you  as  much  as  £1,500  on  an 
average  refit.  Illustrated  leaflets  sent  by 
return  of  post. 

SHOPKIT, 

50  Ivart  Way, 
Peterborough  PE3  7PN, 
or  telephone 
Peterborough  0733  265263 
(24-hour  cheap  service). 


APPOINTMENTS 


South  Coast  Pharmaceutical  Wholesaler 
requires 

ENERGETIC  REPRESENTATIVE 

to  strengthen  its  sales  force. 

Please  write  in  the  first  instance  giving  personal  and  career  details 

to: 

Box  No.  2647. 


WHOLESALE  SUPPLIES 


cfe  Cosmetics  and 
fdm  Perfumes 


We  are  buyers  and  wholesale  suppliers  of  branded  and  unbranded 
cosmetics  and  perfumes,  selling  direct  to  chemists,  drug  stores, 
supermarkets  and  chain  stores.  Also  restricted  outlet  supplies  to 
factory  agents,  etc.  Export  and  wholesale  enquiries  invited. 
Price  lists  are  available  on  request.  Personal  callers  welcome. 
Open  Mon.  to  Fri.  9.30  am  to  5.30  pm.  Sundays  10  am  to  2  pm. 
For  details  call  or  write:  FGM  Cosmetics,  116  Cheetham  Hill 
Road,  Manchester,  M4  4FG.  Telephone  061-833  9652. 


BOX 

NUMBERS 


When  replying  to  Box  Numbers, 
all  correspondence  should  be 
addressed  as  follows: 


Advertisers  and  cor- 
respondents can  be  assured 
advertisements  carrying  a  Box 
Number  will  be  treated  in  stric- 
test confidence. 


Chemist  &  Druggist, 

Box  no  , 

25  New  Street  Square, 
London  EC4A  3JA 


AGENTS 


OLD  ESTABLISHED  SURGICAL 
HOUSE  requires  agent  already  calling 
on  chemists.  Commission  only.  Box  No. 
2645. 


AGENTS 
REQUIRED 

Large  wholesaler  of  quality  per- 
fumes and  cosmetics  require 
agents  in  all  areas.  Branded 
clearance  and  discontinued 
lines  to  offer  chemists,  drug 
stores  and  department  stores. 
Reply  Box  No.  2642 


AGENTS  REQUIRED 

International  Company 

require 

1st  CLASS  AGENTS 

to  call  on  chemists  and  drug- 
gists, departmental  stores, 
etc.,  in  all  areas  of  the  U.K.  and 
Eire  to  support  their  expansive 
growth  policy.  Applicants 
should  apply  in  writing  to: 
Box  No.  2639. 

All  enquiries  will  be 
answered  and  will  be  treated 
in  the  strictest  confidence. 


Company  requires 
AGENT 

for  all  parts  of  British  Isles  for  an 
entirely  new  concept  to  the  U.K., 
formulated  to  relieve  rheumatic  and 
muscular  pain.  Only  agents  calling 
on  chemists,  drug  and  department 
stores  need  apply. 

Box  No.  2649. 


SERVICES 


AGENTS 

with  established  connections  to  call 
on  good  class  chemists  and  stores 
in  all  areas  of  the  U.K.  Leading  con- 
tinental nail  enamel  product.  Full 
details  to: 

Sestri  (Sales)  Ltd., 

44,  Kingsend, 
Ruislip  HA4  7DA. 
Tel:  Ruislip  32724. 


ANGLIAN 
MANUFACTURING 
CHEMISTS  LTD., 

Contract  Manufacturers  of  Toilet 
Preparations  (Haircream,  sham- 
poos, creams)  and  Contract  Man- 
ufacturers of  Liquid  Medicines  and 
Ointments. 

We  also  offer  Contract  Packing 
facilities  for  capsules  and  tablets  at 
competitive  prices  and  prompt 
delivery. 
Enquiries: 

38/40  Featherstone  St., 

London,  EC1Y  8RN. 

Tel:  01-253  0571    Telex:  267391 


Sex  Discrimination  Act 

No  job  advertisement  which  indicates  or  can  reasonably  be  understood  as  indicating  an 
intention  to  discriminate  on  grounds  of  sex  (e.g.  by  inviting  applications  only  from  males  or 
only  from  females)  may  be  accepted,  unless 

(1)  the  job  is  for  the  purpose  of  a  private  household  or 

(2)  it  is  in  a  business  employing  less  than  six  persons  or 

(3)  it  is  otherwise  excepted  from  the  requirements  of  the  Sex  Discrimination  Act. 

A  statement  must  be  made  at  the  time  the  advertisement  is  placed  saying  which  of  the 
exceptions  in  the  Act  is  considered  to  apply. 


Typesetting  and  graphics  by  Tottenham  Typesetters  Ltd.,  London  N15.  Printed  by  Riverside  Press  Ltd.,  Whitstable.  Kent,  Published  by  BENN  PUBLICATIONS  LTD.,  25  New  Street  Square,  London 
EC4A  3JA.  Registered  at  the  Post  Office  as  a  Newspaper  16/16/24S 


PROFIT 
FROM 
PORTIA 

A  CENTURY  OF  SERVICE 

HOLDALLS  &  SPONGE  BAGS 
NERISSA'  POWDER  PUFFS 
WATERSPRITE'  FACE  CLOTHS 
BATH  HATS  &  LOOFAH  GLOVES 
MANICURE  REQUISITES 
EASIFIX'  FINGER  STALLS 
MEDICAL  GLASSWARE 
;  JUSTSO'  WRIST  STRAPS 

SEE  OUR  SKIN  PACKED  RANGE 

ASK  FOR  FULL  LISTS 

( PORTIA  1 


Manufactured  by  SOLPORT  BROS.  LTD. 
Goring-by-Sea,  Worthing,  Sussex,  England. 
Tel:  Worthing  (0903)  44861.  Telex  87109. 


Consistent  National  Advertising  of 


A. 

ANTI  SMOKING  CAPSULES 

will  ensure  consistent  demand  in  1979 

Make  sure  your  stocks  are  adequate  —  don't  miss  a 
single  sale.  Ask  your  wholesaler  NOW  —  Showcards 
and  Display  Packs  available. 

If  any  difficulty  write  to  sole  distributors 


MILLER.  13  GOLDEN  SQUARE.  LONDON  W.I.Tel:  01  7344246/9 


The  Triangle  Trust  helps  people  of  the 
Pharmaceutical  Industry 

The  Triangle  Trust  1949  Fund  is  an  independent  charitable 
trust  administered  by  a  Board  of  Trustees.  Its  primary  aim  is 
the  relief  of  hardship  or  distress  in  the  case  of  people  and  their 
dependents  employed,  or  formerly  employed  in  the  pharmaceu- 
tical industry  in  Great  Britain  and  the  British  Commonwealth. 
Such  relief  may  include  assistance  with  the  educational  expen- 
ses of  children. 

The  Trustees  are  also  prepared  to  consider  applications  for 
financial  assistance,  beyond  the  scope  of  an  employer's  respon- 
sibilities, with  education  or  training  in  general  subjects,  includ- 
ing music  and  the  arts. 

For  additional  information,  or  to  apply  for  assistance,  write  to: 
The  Secretary,  Dept  CD,  The  Triangle  Trust  1949  Fund, 
Clarges  House,  6-12  Clarges  Street,  London  W1Y  8DH. 


Put  up  a 
good  front! 

Valuable  trade  is  passing  you  by,  leaving 
goods  on  your  shelves  for  too  long  and 
giving  you  a  lower  turnover  than  you  deserve. 

Pinequest  provide  a  high  quality 
shopfitting  service  that  gives  your  shop  a 
clean,  inviting  appearance  and  versatile, 
easy-to-hand le  displays  —  all  at  the  lowest 
possible  cost  of  fitting  and  maintenance.  We 
also  provide  a  FREE  design  and  planning  service. 

If  you  want  a  shop  that  really  sells,  contact 
Dave  Evans  or  Tony  Clark  today. 

pinequest 

COMPLETE  SHOPflTTERS 

Pinequest  Limited,  Complete  Shopf  itters 

53  Carisbrooke  Road,  Brighton,  Sussex  BN2  3EF 

Tel:  (0273)  692842 -  24  hour  Ansaf one 
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APOCAIRE  gets  it  right! 

The  right  products  at  the  right  prices! 


This  month's  Sunshine  Savers! 


Product 

PackQty 
x  size 

Prom.  Cost 
(ex  VAT) 

Apocaire 
RSR* 

And  rex  Toilet  Tissue 

18  x  Twinpack 

r 

£4.55 

34p 

Nice'N  Easy  Colourant 

3 

£2.03 

93p 

ElnettHairspray 

12x300g 

£10.99 

£1.29 

Crest  Toothpaste 

12  x  Ige 

£2.43 

29p 

Camay  Soap  (Flashed  16p) 

72  x  bath 

£8.64 

16p 

Paddi  Pads 

£9  35 

mmm  J  .  *J  J 

J  <j  yj 

Radox  Salts 

6xlge(538g) 

£2.03 

47p 

Sunsilk  Sham  Don 

12  x  130ml 

£3  44 

Palmolive  Rapid  Shave 

6xstd(200g) 

£1.84 

42p 

SureAnti-Perspirant 

6x150g 

CI  A  1 

DDP 

NiveaCreme 

12x45g 

£2.48 

29p 

Gillette  Disposable  Razor 

30x3 

£4.62 

21p 

Alberto  Balsam  Conditioner 

(+25%  extra  free) 

12  x  100ml 

£3.18 

37p 

Dextrosol  Glucose  Tablets 

24  x  Singles 
Natural  Only  12  x  Doubles 

£2.82 
£2.40 

14p 
24p 

Scotties  White  &  Rainbow  Facial  Tissues         24  xiso's 

£5.62 

32p 

Kodak  Films 

1x0  26/20  or  C110/20 
1xC135/24 

82p 
91p 

£1.13 
£1.26 

Sylvania  Magicubes 

SuperlO  Flip  Flash 
Flashbars 

20  x  3's 

20 

20 

£10.03 
£17.33 
£18.58 

69p 
£1.20 
£1.29 

Subject  to  availability  until  31st  August  'Including  VAT  where  relevant 


Display  Material-Free  for  you! 


GET  THE  INDEPENDENT 
STORY  FROM  SANGERS! 


APOCAIRE 

A  BETTER  WAY  TO  BUY 


To:  Sales  Department,  Sangers  Ltd.,  Cinema  House, 
225  Oxford  Street,  London,  W.I. 

I  am  an  independent  chemist.  Please  send  me  full  details 
of  the  Apocaire  service  (including  free  display  material 
information). 


Name. 


Business  name. 


Business  address. 
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Beauty  Business 


toos. 


CHILDREN'S 
MARKET 


Nicholas  give  you  four  record  money-spinners. 
Radox  Salts,  the  brand  leader  in  the  bath  additive 
market.  Commanding  a  massive  share  of  over  50% 
of  all  Salts  sales.  And  still  gaining  ground.  Thanks 
to  our  hard-hitting,  high-frequency  advertising. 

Radox  Herbal  Bath,  the  best-selling  bath  liquid 
in  general  distribution.  With  sales  boosted  by  eye- 
catching re-packaging,  an  improved  formulation, 
and  highly  persuasive  and  regular  advertising  support. 

Showerf resh  -  now  firmly  established  as  the 
brand  leader  in  the  fast-expanding  shower  market, 


having  massive  radio  advertising  support. 

And  Matey,  No.  1  in  the  children's  sector.  Still 
the  only  nationally  TV  advertised  and  promoted 
children's  brand. 

It  all  adds  up  to  a  pretty  impressive  record. 
And  we're  firmly  committed  to  improving  on  it.  In  a 
big  way.  So  order  now.  We  can 
guarantee  your  stocks  will  go  right 
down  the  drain. 


Nicholas-No.l  at  bathtime 
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COUNTERPOINTS 

REVIEW 

Opening  up  the 
wet  tissue  market 


The  moist  tissue  market  has  been  fairly 
static  for  some  time — Nicholas  Labora- 
tories used  to  have  a  product  in  this 
category  with  Savettes,  there  are  the 
All  Fresh  clean  up  squares  and  4711 
colognettes.  But  apart  from  these  it  has 
for  many  years  been  a  market  dominated 
by  own  labels.  Many  people  associate 
these  products  with  air  travel — all  aero- 
plane passengers  used  to  be  handed 
these  refreshing  clean-up  tissues  a  mile 
or  so  up  in  the  air  and  at  no  other  time. 
Two  companies  have  now  set  out  to 
alter  the  consumer's  view  of  these  useful 
products.  Cuticura  have  entered  the 
market  with  Cool  Wipes  and  Baby  Wipes 
(C&D,  June  30,  plOlO)  and  Sterling 
Health  have  introduced  Wet  Ones  (C&D, 
June  2,  p830). 

Announcing  Cuticura's  launch  of  Cool 
Wipes  and  Baby  Wipes  marketing  man- 
ager, Gordon  McQuillan,  said:  "To  date 
the  moist  tissue  market  has  remained 
considerably  under-developed,  but  we  are 
confident  that  Cuticura's  timely  entry 
will  stimulate  dramatic  growth.  Two 
distinct  market  segments  were  identified 
and  our  products  have  been  designed  to 
meet  the  specific  needs  of  each." 


Both  Cool  Wipes  and  Baby  Wipes  in 
convenient  moisture-tight  pop-up  dispen- 
sers, deliver  70  moist  tissues.  The 
Cuticura  Wipe  is  said  to  be  approxi- 
mately one-third  larger  than  the  current 
brand  leader  (All  Fresh)  and  is  delivered 
through  a  pop-up  device  ensuring  auto- 
matic tear-off.  This  new  concept  of 
packaging  provides  the  convenience  of 
instant  use  in  any  situation — at  home,  on 
holiday  outings  and  in  the  car.  Both 
products  are  expected  to  have  all  year 
round  appeal. 

Sterling  Health  say  that  by  1980,  the 
market  for  moist  tissues  and  wipes  will 
have  doubled  to  reach  well  over  £4m 
(Cuticura  currently  estimate  it  to  be 
worth  £2m)  and  Wet  Ones  should  be 
taking  the  lion's  share  of  it — at  least, 
that's  the  view  of  John  Ball,  Sterling 
Health's  new  products  marketing  direc- 
tor. This  is  borne  out  by  experience  in 
the  States. 

The  key  reason  for  the  strength  of 
Wet  Ones  in  the  UK  market  place  must 
lie  in  its  responsiveness  to  both  adver- 
tising and  promotional  below-the-line 
support.  When  Sterling  Health  test  mar- 
keted Wet  Ones  in  Granada  last  year, 
they  decided  to  support  the  launch  with 
heavy  investment  on  television  producing 
a  30-second  commercial  especially  for 
the  test. 

It  was  an  investment  that  certainly 
appears  to  have  paid  off.  Wet  Ones  were 
launched  nationally  in  June  with  a 
£500,000  television  spend  supported  by  a 
promotional  campaign  ranging  from  in- 
store  competitions  with  massive  displays, 
to  a  31,000  cubic  foot  hot  air  balloon 
which  has  been  appearing  at  agricultural 
shows,  store-openings  and  seaside  venues 
around  the  country. 

"In  just  three  months,"  says  marketing 
director,  John  Ball,  "Wet  Ones  have 
gained  universal  distribution  and  are 
selling  off  the  shelf  every  bit  as  fast  as 
we  could  replace  them.  We've  already 
increased  our  production  capacity  and 
we're  planning  further  expansion  this 
autumn."  What  form  that  expansion  is 
likely  to  take  he  is  reluctant  to  say, 
jumbo  sizes  possibly,  but  it  would  not 
come  as  any  surprise  to  the  trade  to  see 
Wet  Ones  also  move  into  the  baby  arena. 
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Herbissimo- 

the  splash  on  answer  to  talc 


Dana  launched  Herbissimo  as  a  "totally 
new  concept"  in  everyday  toiletries  for 
men,  women  and  children  in  May  1978 
following  two  years  of  research. 

Early  in  1976  Mr  Michael  Sullivan, 
marketing  director  of  Dana  Perfumes 
Ltd,  and  Monsieur  Guy  Gentreaux, 
European  marketing  director  of  Dana 
Perfumes  Paris,  set  out  to  expand  their 
product  range  by  creating  a  product  with 
the  widest  possible  appeal  in  the  toiletries 
market.  Consultation  with  marketing  and 
packaging  experts  resulted  in  an  initial 
product  intended  to  take  its  place  in  the 
volume  talcum  market.  Investigation, 
however,  subsequently  revealed  that  the 
intended  product  name  had  already  been 
registered  by  a  New  York  company  and 
the  project  was  therefore  dropped. 

Aware  of  the  rate  at  which  the  herbal 
product  business  was  expanding,  Mr  Sul- 
livan and  M.  Gentreaux  became  con- 
vinced that  this  product  classification 
was  right  for  the  70s.  Reflecting  Dana's 
awareness  of  the  growing  trend  towards 
purity,  together  with  the  knowledge  that 
over  the  last  five  years  the  fragrance 
market  had  represented  the  highest  per- 
centage increase  in  value  sales  of  any 
other  category  in  the  cosmetic  industry, 
they  set  about  developing  a  totally  new 
pure  herbal  toilet  water. 

The  fragrance  market  at  that  time  was 


worth  £180m  at  rsp  against  £23m  at  rsp 
in  1973,  and  there  was  strong  evidence 
that  both  the  cosmetic  and  fragrance 
sectors  were  moving  into  the  grocery 
market  where  heavy  volume  sales  were 
important.  With  Herbissimo,  Dana  were 
strongly  aware  of  the  toiletries  orientated 
fragrances  already  selling  in  Europe  and 
were  confident  that  Herbissimo  in  the 
UK  would  also  lead  to  the  replacement 
of  the  traditional  use  of  talcum  powder. 
Following  the  pattern  on  the  Continent, 
volume  sales  of  talc  are  in  fact  dropping 
at  the  same  rate  of  11  per  cent  per  year. 

Finding  the  right  vehicle — one  with 
"USP"  (unusual  selling  point) — was  the 
next  consideration  and  tests  were  under- 
taken in  France  and  Switzerland  to  estab- 
lish consumer  requirements.  The  distinc- 
tive flagon-shaped  "spirit"  bottle  was 
subsequently  chosen  since  it  was  found 
to  be  easy  and  convenient  to  handle, 
appealed  to  both  men  and  women  and, 
importantly,  fulfilled  the  USP  specifica- 
tion. Reminiscent  of  the  traditional 
bottles  dispensed  by  apothecaries  in  times 
gone  by  and  in  a  dark  green  colour,  the 
bottle  reinforced  the  pure  and  invigorat- 
ing image  of  the  product.  Careful  con- 
sideration was  given  to  the  production  of 
a  label,  printed  on  a  parchment- type 
paper,  and  a  delicate  type  face  was 
chosen  to  enhance  the  old-world  style  of 


the  bottle  which  was  completed  with  a 
simulated  wooden  cap  and  raffia  seal 
around  the  neck.  This,  then,  was  a  pro- 
duct intended  for  the  sundries  area  and 
had  no  need  of  a  carton. 

Test  marketed  throughout  the  UK  in  a 
variety  of  retail  outlets  ranging  from 
independent  chemists  through  to  Harrods, 
sole  distributing  rights  were  assigned  to 
Dendron  Ltd  of  Rickmansworth  in  the 
spring  of  1978.  Chosen  because  they 
enjoy  such  a  good  relationship  with  re- 
tail pharmacists,  Dendron  distributed 
Herbissimo  for  a  nine-month  period  with- 
out assistance  of  any  back-up  advertising. 
The  repeat  business  generated  from  point- 
of-sale  display  interest  was  sufficiently 
good  for  Dana  to  take  the  decision  that 
this  product  line  should  be  given  more 
specialised  support  and  from  January 
1979,  Herbissimo  was  taken  back  into  the 
Dana  sales  operation. 

Herbissimo  has  a  uniquely  wide  applica- 
tion and  can  be  used  by  men  as  an  after 
shave  or  after  bath  cologne,  and  by 
women  as  a  refreshing  daily  splash 
cologne  which  will  not  conflict  with  their 
regular  fashion  fragrance.  Priced  in  the 
market  place  at  1  Hoz  for  £2.95  retail, 
Herbissimo  lends  itself  to  volume  use  in 
contrast  to  expensively  rated  fashion 
fragrances  whose  existing  ingredients  give 
them  a  longer  lasting  effect. 

Herbissimo  is  currently  distributed  by 
1,000  outlets  throughout  the  UK  and 
Dana  say  they  expect  a  wider  distribution 
to  be  established  during  the  coming 
months.  They  are  currently  promoting 
sales  with  a  five  month  advertising  cam- 
paign which  will  run  until  October  with 
display  advertisements  in  popular  news- 
papers including  the  Daily  Mail,  Daily 
Express,  Sun  and  Daily  Mirror. 

Dana  are  convinced  that  the  success 
of  Herbissimo  is  due  to  the  unique  "feel" 
of  the  product  and  its  package  appeal. 
Now  selling  throughout  the  Continent, 
Herbissimo  is  having  particularly  en- 
couraging sales  in  Holland  and  France, 
where  bulk  sales  of  eau  de  colognes  and 
toilettes  in  up  to  1|  litre  sizes  have 
traditionally  been  high.  Looking  to  the 
future,  Dana  are  considering  extending 
their  herbal  range  into  other  products 
such  as  herbal  soaps. 
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AVAILABLE  TO  THE  HOME  USER 


Have  you  seen . . . 

The  Heat  Retaining  Styler  Brush 


RAND  ROCKET,  IMPERIAL  WAY,  WATFORD,  HERTS. 

WD24XX  ENGLAND        TEL.  WATFORD  39791 

V  
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COUNTERPOINTS  REVIEW 


Cussons  classic  move  into  men's  toiletries 


So  far  1979  has  been  a  busy  year  for 
Cussons.  Not  only  has  the  company 
launched  Morning  Fresh,  a  new  washing 
up  liquid,  into  test  market  but  it  has 
also  launched  a  completely  new  range 
of  men's  toiletry  products — Imperial 
Leather  Classic. 

It  has  been  estimated  that  the  toi- 
letries and  cosmetics  market  will  be 
worth  some  £538  million  in  1979;  repre- 
ssing a  12.5  per  cent  increase  on  1978. 
The  men's  toiletry  market  size  alone  was 
worth  some  £64m  in  1978  at  rsp.  So 
from  Cussons  point  of  view  the  men's 
toiletry  business  is  a  very  attractive  one; 
comparing  favourably  in  potential  with 
soap  (£50m)  and  washing  up  liquid 
(£63m)  where  Cussons  have  already 
chosen  to  compete. 

Of  course,  Cussons  have  for  many 
years  had  a  range  of  men's  toiletries 
— called  simply  Imperial  Leather.  There 
has  been  very  much  a  "value-for- 
money"  sales  approach  using  the 
traditional  Imperial  Leather  packaging 
and  colour  scheme  of  red,  gold, 
black  and  white.  There  has  been  no 
doubt  about  the  success  of  this  range. 
As  far  as  particular  items  are  concerned, 
they  included  at  least  two  brand  leaders 
by  volume  in  shaving  sticks/bowls  (24 
per  cent  of  market)  and  men's  talc  (25 
per  cent  of  market).  And  in  the  pre  and 
aftershave  and  cologne  sector  of  men's 
toiletries,  Imperial  Leather  had  estab- 
lished a  very  useful  number  three  slot 
after  Brut  and  Old  Spice  with  6  per  cent 
of  the  market  by  volume,  say  Cussons. 

However,  some  18  months  ago — under 
the  direction  of  Cussons  new  marketing 
director,  Thornton  Mustard — they  began 
a  "SWOT"  analysis  of  the  existing  Im- 
perial Leather  men's  range.  SWOT 
being  short  for  an  evaluation  of  the 
products'  strengths,  weaknesses,  oppor- 
tunities and  threats.  Strengths  were  per- 
ceived as  being  the  existing  consumer 
franchise,  the  good  distribution  base, 
competitive  pricing  and  quality  product 
formulations. 

Weaknesses  were  identified  as  varia- 
tions in  packaging  styles  from  one  pro- 
duct to  another,  no  obvious  overall 
design  concept  or  range  identity,  three 
different  fragrance  types  in  range,  no 
advertising  support  and  limited  promo- 
tional activity.  In  terms  of  opportunities, 
Cussons  discerned  that  there  was  a  big 
market  opportunity  for  a  newly-promo- 
ted men's  range — the  existing  products 
with  which  Imperial  Leather  was  com- 


peting had  been  on  the  market  for  a 
long  time  and  Cussons  believed  that 
there  was  room  for  a  newcomer  in  what 
is  essentially  a  growth  market.  Another 
important  opportunity  that  was  recog- 
nised was  that  a  new  range  of  men's 
toiletries  could  have  specific  positioning 
for  an  Imperial  Leather  product  away 
from  the  soap  image  (ie  without  using 
the  red,  gold,  black  and  white  packaging 
approach).  Additionally,  there  were 
opportunities  for  the  introduction  of  a. 
new  fragrance,  for  greater  support  levels 
and  for  new  distribution  opportunities. 

Threats  were  identified  as  pressures 
from  competitors'  advertising,  loss  of 
existing  consumer  customers  unless  the 
range  was  modernised,  the  critical  nature 
of  seasonal  sales  and  the  need  to  improve 
distribution  through  chemist  outlets.  So 
Cussons  decided  to  go  for  an  entirely 
new  range  of  men's  toiletries — perhaps 
the  only  similarity  between  the  old  and 
the  new  range  being  the  continuation  of 
the  Imperial  Leather  name. 

Every  facet  has  been  changed,  includ- 
ing brand  positioning  (now  further  up- 
market; a  general  trend  with  Cussons 
products  over  the  last  18  months),  new 
packaging  and  perhaps  most  important 
of  all,  a  new  distinctive  and  exciting 
fragrance  accompanied  by  a  new  name 
— "Classic".  The  three  main  aspects  of 
a  new  toiletry  product  launch  are  selec- 


tion of  a  new  fragrance,  new  packaging 
and  new  advertising  and  promotional 
strategy.  Traditionally,  fragrance  selec- 
tion has  been  treated  in  isolation  but 
Cussons  adopted  a  new  approach  for 
Classic  involving  one  fragrance  house, 
Firmenich,  right  from  the  start  and 
making  the  house  a  full  member  of  the 
team  alongside  Cussons  marketing 
people,  the  packaging  organisation  and 
the  advertising  agency. 

The  fragrance  as  evolved  is  much 
more  sophisticated  than  those  used  in 
the  earlier  Imperial  Leather  range. 
Cussons  believe  that  it  is  truly  a  classic 
— blending  the  masculine  characteristics 
of  leather  and  tobacco  with  vibrant  top 
notes.  It  is  distinctive  yet  subtle — just 
what  is  needed  by  men  today,  most  of 
whom  wish  to  feel  good  and  smell 
attractive  without  being  outrageously 
different. 

The  leading  product  in  the  range  is  the 
Classic  aftershave.  This  is  a  major  sector 
of  the  £64m  men's  toiletry  market,  esti- 
mated as  being  worth  some  £25m  in 
1979.  With  the  new  fragrance,  the  new 
name  and  the  new  masculine  packaging 
— gold  and  brown  with  leather-effect 
finish — Cussons  believe  that  Classic  after- 
shave will  quickly  improve  their  market 
share.  It  has  a  high  quality  formulation 
containing  menthol  to  give  a  cooling 
sensation  to  the  face,  with  a  skin  emol- 
lient to  give  a  smooth  feel  plus  an 
astringent  to  help  dry  up  cuts,  scratches 
and  tighten  facial  pores.  The  shaving 
soaps  contain  a  special  blend  of  soap  to 
give  a  rich  stable  foam  throughout  the 
shaving  operation.  The  shaving  foam  has 
a  stabiliser  to  give  a  soft  lasting  foam 
and  two  skin  emollients  to  aid  shaving 
and  leave  the  face  smooth.  Of  additional 
importance  is  that  the  new  Classic  frag- 
rance is  used  in  all  the  shaving  products 
— with  a  strengthened  level  in  the  foam 
shave. 

A  point  regarding  the  naming  of  the 
range  is  that  Cussons  felt  bound  to  use 
the  Imperial  Leather  brand  name  as  a 
spring-board  for  Classic.  However,  they 
see  the  product  very  much  as  primarily 
Classic  with  Imperial  Leather  slightly 
less  important  as  the  range  becomes 
established.  Inevitably  Cussons  are  ex- 
ploring additions  to  the  range — once  the 
existing  Classic  range  is  well  established. 
The  testing  time  will  come  later  this  year 
when  the  £250,000  consumer  television 
campaign  runs  pre-Christmas  to  match 
the  sales  boom  in  men's  toiletries. 
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Handling  complaints 


There  is  a  six  point  prescription  to  re- 
member when  handling  complaints  from 
customers.  It  is  to: 

1.  listen, 

2.  sympathise, 

3.  not  to  justify, 

4.  ask  questions, 

5.  agree  a  course  of  action  and 

6.  follow  through. 

A  Video  Arts  film  which  outlines  this 
prescription  aims  to  show  what  can 
happen  when  a  complaint  is  made  and 
what  should  happen  if  it  is  to  be  dealt 
with  effectively. 

Complaining  customers  are  a  common 
hazard — people  can  make  mistakes  and 
misunderstandings  do  occur.  It  is  impor- 
tant to  remember  however  that  very  few 
people  can  make  a  complaint,  however 
trivial,  without  geftting  somewhat  worked 
up.  The  six  points  mentioned  above  also 
indicate  six  times  at  which  the  handling 
of  a  complaint  can  break  down  and  make 
the  situation  even  stickier.  A  customer 
who  complains  is  in  fact  giving  you  a 
chance — if  you  grasp  that  opportunity  an 
even  better  working  relationship  could  be 
established. 

There  is  a  strong  tendency  to  see  a 
complaint  as  a  personal  attack,  setting  up 
the  most  destructive  relationship  between 
you  and  the  customer.  Think  back  to  a 


time  When  you've  had  to  make  a  com- 
plaint yourself — remember  that  you  were 
angry  about  a  specific  rather  than  an 
individual. 

Sometimes  customers  making  a  com- 
plaint tend  to  labour  the  point.  This  is 
probably  because  they  feel  they  have  to 
exaggerate  in  order  to  make  themselves 
heard.  Also  people  with  a  complaint, 
especially  the  reserved  British,  feel  that 
they  are  doing  something  wrong  when 
they  complain  and  so  they  become  de- 
fensive about  it. 

Although  it  is  essential  that  the  first 
reaction  a  complaining  customer  should 
receive  must  be  sympathetic,  outright 
acceptance  of  blame  should  be  avoided. 
It  is  recommended  that  unless  a  customer 
wants  to  know,  assistants  should  never 
explain.  People  with  a  grievance  don't 
want  to  hear  excuses. 

Dealing  with  customer  complaints 
means  understanding  the  motivation  of 
the  individuals  and  not  being  misled  by 
apparent  belligerence  or  unkindness.  Once 
you  understand  why  people  complain  you 
will  have  more  confidence  in  handling  a 
complaint  objectively  and  successfully. 
More  information  about  this  film  and  all 
their  other  training  films  can  be  obtained 
from  Video  Arts  Ltd,  205  Wardour 
Street,  London  Wl.  (Tel  01-734  7671.) 


PERSONAL 
BEAUTY  Bl 


Yardleys 

"I've  been  very  lucky,  some  very  wise 
people  have  given  me  very  good  advice  at 
crucial  stages  of  my  career". 
Janet  Lloyd  (39)  became  managing 
director  of  Yardley  of  London  Ltd  in 
March  this  year.  She  is  the  first  woman 
ever  to  head  this  company  but  it  is  in  no 
way  her  first  "first" — in  1974  she  became 
managing  director  of  Germaine  Monteil 
Ltd  and  the  first  woman  to  be  appointed 
a  managing  director  in  the  British  Ameri 
can  Cosmetics  Group. 

Her  achievements.  Which  also  include 
gaining  a  first  class  honours  degree  in 
law,  might  lead  one  to  be  slightly  afraid 
of  meeting  her.  It  is  a  pleasure  therefore 
to  find  that  she  is  a  very  open  and  warm 
woman  who  quite  frankly  looks  far  too 
young,  far  too  "you  and  me",  to  hold 
such  a  position.  Her  determination  is 
obvious,  as  she  herself  says,  she  can  never 
resist  a  challenge.  Her  plans  for  Yardley 
are  very  clear  too  and  she  outlines  them 
in  a  firm,  confident  voice. 

"The  most  important  task  was  to  try 
and  inject  a  sense  of  purpose  into  the 
company.  It  was  definitely  needed.  As 
most  people  realise,  the  company  has 
gone  through  a  few  difficult  years  and 
needed  some  reviving.  But  after  all, 
something  that  people  tend  to  forget  is 
that  we  have  a  good  brand  name  and 
very  good  products.  Our  theme  is  now 
"into  the  eighties".  We  will  not  be  dwell- 
ing on  the  past,  although  there  are  some 
things  to  be  learned  from  past  experi- 
ences, both  good  and  bad. 

"I  have  tried  not  to  make  too  many 
drastic  changes,  I  believe  that  stability  is 
very  important.  Whenever  somebody  new 
takes  over  there's  a  lot  of  fear  within  a 
company  that  this  is  going  to  be  a  new 
broom  to  sweep  them  clean  out  of  the 
door.  I  have  tried  to  minimise  this  fear. 
I'm  feeling  my  way  through  at  the 
moment  rather  than  sitting  down  at  a 
desk  in  an  office  on  the  top  floor,  plan- 
ning and  scheming  with  pen  and  paper. 
There  will  be  a  continuous  programme  of 
assessment. 

"I  have  tried  to  make  people  realise 
that  we  are  really  four  quite  separate 
businesses  and  that  we  must  look  closely 
at  each  in  turn.  We  are  into  the  men's 
market.  And  in  the  cosmetics  market, 
which  is  not  perhaps  our  strongest  and 
which  we  really  will  be  looking  at  quite 
hard.  I  don't  really  see  us  going  the  way 
of  the  mass  market  cosmetics  like  Maxi 
and  Natural  Wonder,  but  we  will  have 
to  plan  a  strategy". 
Skin   care   products   probably  come 
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within  the  scope  of  the  toiletries  section 
which  also  includes  soap,  talcs  and  sprays 
of  the  more  established  fragrances.  "This 
is  a  healthy  and  profitable  area  but  prob- 
ably one  which  has  been  slightly 
neglected. 

"Precious  Minutes — the  skin  care 
range — got  a  mixed  reception  but  is  now 
at  last  beginning  to  move.  Our  older 
product.  Beauty  Magic,  has  been  left  out 
on  a  limb  a  bit,  probably  because  of  the 
upheaval  of  Precious  Minutes.  The 
Minutes  range  needs  some  more  aggresive 
backing  with  new  displays,  sampling  etc. 
Its  original  advertising  campaign  was  not 
perhaps  of  the  greatest  and  the  new  one 
is  already  said  to  have  caused  more  im- 
pact. I  feel  it  could  be  more  problematical 
to  keep  changing  things  about.  I  really  am 
going  to  stop  all  this  chopping  and 
changing  and  get  a  degree  of  continuity 
going. 

"Finally,  we  have  the  fragrance  side,  a 
division  we  think  of  as  the  new  genera- 
tion fragrances.  In  the  past  all  of  these 
have  been  dealt  with  too  much  under 
the  one  Yardley  umbrella.  We  have  tried 
to  be  all  things  to  all  people.  There  is  an 
amazing  disparity  amonst  our  customers, 
we  sell  to  middle  aged  ladies  in  hats  and 
to  teenagers  in  jeans.  We  are  at  once 
seen  as  fulfilling  an  aspirational  need 
and  as  providing  a  desirable  necessity." 

Janet  is  a  law  graduate.  She  had  in- 
tended to  "do  arts"  at  Leeds  but  at  the 
interview  with  her  woman's  tutor  she 
received  her  first  piece  of  "advice".  The 
tutor  suggested  that  Janet  do  law  instead 


of  the  arts,  thinking  it  would  be  more 
useful  for  her  as  it  was  a  course  that  left 
time  to  develop  talents  of  leadership. 

During  her  time  at  Leeds  she  took  a 
holiday  job  with  Unilever  as  a  filing 
clerk.  And  it  was  there  she  received  her 
second  piece  of  advice.  The  manageress 
asked  what  her  plans  for  the  future  were. 
She  realised  that  she  had  only  vaguely 
thought  about  becoming  a  solicitor  but 
four  more  years  of  living  on  a  student's 
stipend  did  not  seem  very  attractive.  She 
had  looked  at  jobs  in  the  legal  depart- 
ments of  banks  and  insurance  companies 
and  once  again  a  piece  of  advice  from  a 
friend  steered  her  away  from  that — 
someone  pointed  out  that  that  kind  of 
life  wasn't  really  her  cup  of  tea.  The 
manageress  at  Unilever  mentioned  that 
that  company  had  a  management  course 
for  women  and  wondered  whether  Janet 
was  interested. 

She  decided  she  was.  At  that  time, 
although  the  equivalent  courses  for  men 
meant  they  spent  three  months  or  so  in 
a  variety  of  departments,  testing  the 
water  in  each  and  finding  out  how  each 
contributed  to  the  whole,  women  tended 
to  be  put  into  one  department  and  left 
there  for  a  couple  of  years.  The  depart- 
ment that  Janet  was  in  was  one  of  liaison 
between  the  factory,  the  research  depart- 
ments and  the  marketing  team.  After  her 
two  year  stint  it  was  really  a  job  of  selling 
herself  to  the  department  of  her  choice. 
She  chose  marketing,  and  worked  for  a 
while  on  Lux  toilet  soap.  It  was  while 
she  was  doing  promotion  with  Lux  and 
the  Gala  group  that  they  offered  her  a 
job  in  their  new  marketing  department. 

It  was  a  wrench,  she  says,  but  she 
wanted  to  try  a  smaller  company.  Gala 
were  however  still  very  family  oriented 
and  perhaps  a  little  frightened  of 
"marketing".  Maybe  because  of  this  Janet 
now  says  that  she  learnt  an  awful  lot  in 
her  time  there — primarily  that  if  you 
want  something  done  it  is  generally  best 
to  do  it  yourself.  She  also  learned  more 
about  how  business  ticks — within  a  large 
organisation  like  Unilever  you  often  only 
see  parts  of  the  whole,  being  such  a  small 
cog  in  a  very  big  machine. 

She  moved  to  Yardley  at  a  time  when 
more  companies  were  setting  up  and  ex- 
perimenting with  marketing  departments 
and  they  were  regarded  with  some  sus- 
picion— there  was  a  fear  that  figures  from 
market  research  would  take  over  from 
flair.  However  by  1972  her  flair  meant 
that  Janet  was  in  overall  charge  of 
marketing  and  development. 


Going  back  to  the  question  of  her 
choice  of  career  she  says  that  she  really 
didn't  know  what  she  wanted  to  do 
"when  grown  up".  "Career  advice  at 
school  was  then  and  I  think  still  is  now, 
minimal.  You  either  went  to  university, 
in  which  case  it  became  the  university's 
problem,  or  you  were  a  secretary,  and 
even  that  was  quiet  daring.  I  really  never 
knew  what  I  wanted.  I'm  one  of  those 
people  who  is  constantly  surprised  at 
the  turns  her  life  is  taking.  I  spend  a  lot 
of  time  'wondering'  at  the  things  that 
happen  to  me.  Basically  I  suppose  I  can't 
resist  a  challenge  and  that  makes  me 
ambitious.  There  are  times  when,  like 
everybody,  I  would  just  like  to  stop.  At 
those  times  my  very  patient  and  under- 
standing husband  points  out  that  I  would 
really  go  off  my  head  if  I  just  sat  at  home 
all  day.  Of  course,  he's  quite  right. 

"I  hope  though  that  I  will  know  when 
I  have  reached  my  peak  and  will  stop 
then,  because  I  do  think  that  once  you've 
reached  your  own  limit  the  only  place 
you  can  go  is  down.  I'm  a  great  believer 
in  not  believing  in  your  own  publicity — 
another  of  those  pieces  of  advice.  There- 
fore I  have  no  great  burning  ambitions 
for  the  future,  except  to  find  slots  where 
I  am  happy,  as  indeed  I  have  done  now. 
Until  now  I  have  always  been  ready  for 
another  challenge.  T  may  still  be. 

"I  see  my  job  as  simply  leading  people 
and  pointing  out  possible  directions.  It's 
the  team  which  really  makes  the  success. 
Basically  Yardley  is  undergoing  a  funda- 
mental re-think.  Eddie  Dayan,  my 
marketing  director,  has  a  few  good  things 
on  the  stocks. 

"Our  present  financial  year,  from  now 
until  about  June  1980,  is  unlikely  to  be  a 
year  of  great  launches,  more  one  of 
consolidation.  This  business  is  very  much 
one  of  feeling — it  is  not  like  a  cigarette 
factory  I  once  visited  where  everything 
is  automated  and  there  are  only  a  few 
component  parts.  In  cosmetics  and  toilet- 
ries there  are  hundreds  of  component 
parts  and  by  no  means  is  it  all  auto- 
mated. It  is  highly  sensitive.  I  like  the 
volatility  of  this  business  and  I  like  the 
people  in  it  enormously. 

"Since  my  appointment  I  have  been 
having  a  lot  of  meetings,  both  within  the 
company  and  with  the  trade,  to  try  and 
get  in  touch  fairly  quickly.  Although  we 
hope  to  be  re-instating  a  public /Press 
relations  department  in  London  both 
Eddie  and  I  believe  that  it  is  very  impor- 
tant to  be  available  ourselves  if  some- 
one wants  to  talk  to  us." 
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MARKETING 


Understanding  consumer  motivation- 
the  key  to  successful 
bath  additives 


by  A.  M.  Pooke,  marketing  manager,  toiletries  division,  Nicholas  Laboratories  Ltd. 


Whatever  the  current  problems  and  op- 
portunities inherent  in  the  bath  additive 
market,  I  am  thankful  that  I  am  not 
trying  to  market  some  of  the  products  in 
which  people  have  immersed  themselves 
through  the  ages.  Take  the  case  of  the 
tyrannical  Hungarian  princess  who  bathed 
in  the  blood  of  freshly  slain  young  virgins 
to  keep  her  looking  young  for  example. 
I  could  have  nightmares  about  some 
bright  young  man  rushing  in  from  re- 
search and  development  saying  "I've  got 
this  great  new  essence  of  freshly  slain 
virgins'  blood — guaranteed  to  keep  you 
looking  young  and  fresh — but  we  do 
have  this  supply  problem  .  .  ." 

Certainly  that  example,  though  ex- 
treme, does  highlight  the  fundamental 
importance  of  "perceived  benefit"  in  the 
consumer's  choice  of  bath  additive.  It's 
as  true  today  as  ever  it  was — understand 
the  motivations  and  expectations  in- 
volved in  bathing  and  you  will  succeed, 
get  it  wrong  and  you  could  end  up  with 
an  expensive  failure. 

It  is  only  comparatively  recently  that 
regular  bathing  has  become  a  common 
phenomenon  rather  than  a  luxury  en- 
joyed by  the  wealthy  few.  Thus  bathing, 
being  a  province  of  the  rich,  was  asso- 
ciated to  some  extent  with  self  indulgence 
and  this  was  reflected  in  the  substances 
added  to  the  bath  water.  The  other 
important  historical  motivation  was 
health,  again  a  preoccupation  of  the 
wealthy  and  evidenced,  particularly  in 
the  18th  and  19th  centuries,  by  the 
growth  of  spas  and  other  health  resorts. 
Actual  physical  cleanliness  seems  to  have 
been  fairly  low  down  the  list  of  priorities. 
A  key  consideration,  however,  is  whether 
these  motivations  remain  of  similar  im- 
portance now  that  the  majority  of  homes 
have  baths  and  most  people  bathe  at 
least  once  a  week. 

Until  the  early  1970s,  the  only  bath 
additive  in  common  use  were  salts,  with 
Radox  Salts  leading  the  field  since  well 
before  the  last  war.  Clearly  salts  as  an 
additive  were  used  as  a  means  of  re- 
laxation, relief  of  stress,  aches,  pains  etc 
and  in  this  sense  were  direct  descendants 
of  earlier  visits  to  health  resorts  and  spas. 
Bathing  as  a  luxury,  as  an  indulgence, 
was  catered  for  by  a  few  unashamedly 
luxury  bubble  baths  and  bath  oils  selling 
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at  a  premium  price,  particularly  around 
about  Christmas.  Fragrance  and  colour 
reflected  these  functions  with  bath  salts 
tending  to  be  lightly  perfumed  with  fresh 
and  healthy  connotations  and  the  luxury 
products  being  much  more  heavily 
scented  and  richly  coloured. 

In  about  1971  there  was  a  dramatic 
change  with  the  introduction  of  mass 
market,  modestly-priced  liquid  bath  ad- 
ditives. The  market  boomed  but  there 
were  more  failures  than  successes  which 
demonstrated  that  getting  the  motivation 
formula  right  is  just  as  important  as 
heavy  media  expenditure.  However  the 
bath  additive  market  has  doubled  in 
value  since  1971  and  currently  about  £30 
million  is  being  spent  annually.  All  of 
the  growth  has  come  in  liquids  which 
now  represent  well  over  50  per  cent  of 
the  market  volume. 

The  main  reason  for  the  demise  of 
many  heavily  supported  brands  is  rooted 
firmly  in  the  failure  to  understand  the 
basic  reasons  for  bathing  in  the  UK.  By 
its  very  nature  the  weekly  (or  more 
frequent)  bath  tub  soak  is  highly  personal. 
There  is  almost  a  ritualistic  quality  about 
it.  Getting  clean  is  important  but  is  it 
more  important  than  feeling  clean?  Is 
bathing  associated  more  with  relaxation 
or  even  sensuality?  Does  the  bather  wish 
to  feel  refreshed  or  pampered? 

These  are  all  questions  which  must  be 
answered  and  answered  correctly  be- 
cause upon  the  answers  depend  the  choice 
of  'fragrance  and  its  concentration, 
colouring,  packaging  and,  of  course, 
creative  marketing  strategy.  The  judg- 
ments involved  are  fine  and  relatively 
small  changes  in,  say,  fragrance  or  colour 
can  produce  quite  drastic  changes  in  the 
perceived  qualities  of  the  produot. 

Currently  the  key  to  producing  a  bath 
additive  which  will  have  a  mass  market 
is  to  appeal  to  the  practical  rather  than 
the  luxury-loving  motivation.  After  all 
we  are  asking  the  housewife  to  make 
bath  additives  a  regular  repeat  purchase 
at  a  time  when  other  more  pressing 
purchases  are  competing  for  a  share  of 
the  family  budget.  Indeed  over  the  past 
few  months  the  bath  additive  market  has 
ceased  to  grow  in  real  terms(  a  phenome- 
non which  is  also  being  experienced  in 
other  toiletry  sectors)  and  it  is  at  the 


"physical  cleanliness 
low  on  list  of 
priorities" 


luxury  end  of  the  market  that  the  pinch 
is  being  felt. 

In  other  countries,  for  a  number  of 
years,  bath  additives  have  been  regarded 
as  an  essential  part  of  the  bathing  ritual. 
In  Germany,  for  example,  which  has 
roughly  the  same  population  as  the  UK, 
the  bath  additive  market  is  worth  over 
£55m  almost  twice  that  of  this  country. 
Even  allowing  for  differences  in  standards 
of  living  the  volume  of  sales  is  still 
much  greater.  In  Europe  too  virtually  all 
bath  additives  sold  are  liquids,  with 
salts  and  crystals  having  only  a  very  small 
market  share. 

It  is  indeed  tempting  to  look  at  the  suc- 
cessful products  in  Germany,  France  or 
Scandinavia  and  to  launch  UK  versions. 
However,  this  approach  is  fraught  with 
dangers.  There  is,  in  fact,  quite  a  sub- 
stantial difference  in  bathing  attitudes 
and  psychological  motivations  between 
the  various  countries. 

The  Germans  tend  to  be  extremely — 
some  might  think  almost  obsessively — 
health  conscious.  Thus  their  prefered 
bath  additives  are  full  of  essential  natural 
ingredients.  They  have  a  strongly  organic 
approach  based  on  hygiene  and  what  is 
supposed  "to  do  you  good".  The  most 
popular  additives  abound  in  herbal 
extracts  and  pure,  natural  essence.  The 
fragrances  and  colours  reflect  this  bias. 
The  same  basic  attitude  is  also  shared  by 
the  Swiss  and  to  some  extent  the 
Scandinavians. 

The  French,  on  the  other  hand,  since 
France  is  the  world's  leading  fragrance 
centre,  have  a  prediliction  for  sophisti- 
cated perfumes  which  are  altogether  too 
extravagant  for  the  more  pragmatic 
Briton.  So  the  bath  additive  market  is  far 


from  easy  yet  there  is  no  lack  of  com- 
panies willing  to  chance  their  arm. 
Advertising  expenditure  in  the  UK  over 
the  past  few  years  has  been  between 
£1.5m  and  £2m  with  much  of  this  being 
devoted  to  new  product  launches.  The 
market  is,  however,  changing  subtly  and 
the  successful  manufacturer  must  not 
only  read  the  market  right  in  the  first 
place  but  also  be  responsive  to  these 
changes. 

No  discussion  of  bath  additives  would 
be  complete  without  taking  a  look  at 
certain  more  recent  developments  related 
to  the  establishment  and  growth  of  new 
market  sectors.  Specific  children's  bath 
additives,  for  instance,  is  a  potentially 
fruitful  area.  Here  the  emphasis  shifts 
from  the  more  subtle  motivations  dis- 
cussed earlier  to  the  more  basic  ones  of 
direct  appeal  to  children.  Thus  "fun" 
becomes  a  vital  ingredient  of  the  pack- 
age— certainly  as  far  as  the  child  is  con- 
cerned and  to  some  extent  as  far  as 
"mum"  is  concerned  if  it  makes  the 
bathing  chore  any  easier.  Also,  the 
mother  will  regard  the  cleaning  function 
as  being  a  more  important  factor  than 
in  the  selection  of  her  own  bath  additive. 

Finally,  there  is  the  whole  area  of 
showering  to  consider.  The  showering 
habit  is  becoming  steadily  more  popular 
as  the  economic  arguments  become  more 
apparent.  However,  less  than  25  per 
cent  of  homes  currently  have  showers. 
The  development  of  showering  products 
is  still  very  much  in  its  early  stages  but 
the  first  specific  product  on  the  UK 
market  Radox  Showerfresh,  is  making 
steady  progress. 

Again  we  have  a  long  way  to  go  to 
catch  up  with  our  European  cousins. 
Germany  has  roughly  the  same  number 
of  showers  but  the  market  for  shower 
additives  is  more  than  ten  times  as  big 
as  the  UK.  It  is  likely  that  the  average 
continental  European  showers  and  bathes 
more  frequently  than  we  do  but  this  pat 
tern  must  change  and  as  it  changes  bath 
additives  will  contiue  to  grow  in  im- 
portance. The  future  offers  many  oppor- 
tunities for  those  companies  that  gain  an 
insight  into  bathroom  philosophy  and  use 
it  to  market  products  which  can  relax 
or  stimulate  and  excite  without  disturb- 
ing the  hygiene  ritual. 
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Bathing  revolt 


As  the  article  by  the  marketing  manager  tor  Nicholas  Laboratories 
indicated,  bathing  in  Britain  today,  both  as  a  physical  necessity  and 
a  sensual  pleasure,  has  been  and  still  is  undergoing  something  of  a 
revolution.  This  is  in  spite  of  the  fact  that  the  total  volume  of  the 
bath  additive  market  has  shown  little  change  over  the  past  twelve 
months.  However  the  practice  of  having  a  bath  simply  to  get  clean  is 
dying — one  can  take  a  shower  for  that  purpose  with  the  added 
benefit  that  showers  are  usually  more  invigorating 
and  cheaper! 

More    often    now    baths   are    long  p> — 
languorous  affairs  for  both  men 
and  women.  They  provide  mo 
merits  of  peace,  relaxation 
and  escape  from  an  often 
all  too  demanding  world. 
No  doubt  a  psychologist 
would  liken  relaxing  in 
a  warm  bath  to  a 
subliminal  wish  to 
hie    home  to 
mother's  womb. 
Certainly  now- 
adays the  pan- 
acea   for  all 
problems  —  a 
hard    day  at 
t  h  e    o  f  f  ice, 
a    family  row 
or  simply  a  mo- 
ment or  two  of 
t  h e  blues, 
rather  than  hav- 
ing a  nice  cup  of 
tea  (think  of  the 
tannin,    dear!)  is 
to  have  a  nice,  hot 
bath. 

Marketing  managers 
throughout  the  toiletries 
industry  arc  recognising 
and  indeed  encouraging  these 
trends  and  now  offer  all  sorts 
of  side  benefits  from  products 
which  are  added  to  tap  water.  Now, 
aside  from  the  sheer  fun  of  having  a  bath 
full  of  bubbles  to  sail  your  boats  in,  you  can 
also  have  a  bath  full  of  something  that's  going  to  ease  away  aches 
and  pains,  make  you  smell  beautiful  (more  and  more  perfume 
ranges  are  now  adding  a  full  complement  of  bath  products),  make 
your  skin  silky  smooth  and  more  often  than  not  make  you  clean 
without  benefit  of  soap,  flannel  or  scrubbing  brush  (my  deah — the 
effort!) 

Nicholas  Laboratories  claim  overall  brand  leadership  in  the  bath 
additive  market.  We  talked  to  Richard  Simpson,  product  marketing 
manager  within  their  toiletries  division,  who  says;  "The  bath  addi- 
tive market,  like  the  majority  of  toiletries  markets,  is  fairly  static  at 
the  moment,  but  activity  within  the  market  continues  to  be  hectic. 
We  reckon  that  bath  additives  are  worth  about  £32m  at  rsp  and 
most  of  the  apparent  growth  over  the  last  1 2  months  is  the  result  of 
inflation. 

"Salts,  as  a  sector  of  the  market  which  has  been  on  the  decline  for 
a  number  of  years  in  the  face  of  increasing  liquid  sales,  have  just 
about  held  their  own.  Part  of  this  stability  has  been  the  result  of  an 
actual  volume  growth  of  Radox  salts  during  the  past  year  against  a 
volume  decline  in  most  other  salts  products.  Radox  salts  has  been 
dominant  brand  leader  in  bath  additives  for  many  years  and  this 
position  is  growing  stronger  all  the  time.  Salts  represents  about  35 
per  cent  of  the  total  market  through  chemists  in  volume  terms  and 

10— Supplement  to  Chemist  &  Druggist  August  4,  1979 


of  salts  sold,  Radox  salts  currently  accounts  for  about  40  per  cent. 
We  attribute  this  continued  dominance  to  advertising  support  for 
the  brand  through  a  continuing  intensive  campaign  in  the  national 
Sunday  Press  and  on  outdoor  posters." 

Liquid  bath  additives,  which  has  been  the  growth  sector  in  recent 
years,  are  now  worth  about  £25  million  at  rsp  and  Radox  herbal 
bath  with  a  14  per  cent  volume  share  continues  to  be  brand  leader. 

"Since  we  reformulated  and  repackaged  Radox 
herbal  bath  in  1977  sales  have  increased  by 
55  per  cent,"  continues  Simpson,  "and 
this  is  despite  intensive  competi- 
tion from  new  products  and  the 
proliferation    of  'own- 
label'  bath  additives.  We 
have  pursued  a  policy  of 
having  television  advert 
ising  support  backed 
up  by  extensive  cam- 
paigns in  women's 
Press  with  a  total 
media  budget  for 
herbal  bath 
running    at  a 
level  of  about 
£400,000  per 
annum.  This 
year  our 
advertising  im- 
pact has  been 
strengthened  by 
a  powerful  and 
relevant  con- 
sumer promotion 
built    around  a 
'herb  garden'  offer 
featured  on-pack." 
Nicholas  children's 
bubble    bath,  Matey, 
continues   to   show  an 
encouraging   growth  of 
about  25  per  cent  over  the 
ast   year   which    places  it 
firmly  amongst  brand  leaders  in 
the  overall  liquid  sector.  Continued 
substantial   television    and  promotional 
support    running    at    over    £250,000  this 
year  has  contributed  to  steadily  increasing  sales.  "Matey  is  the  only 
children's  bath  additive  advertised  and  promoted  throughout  the 
year,"  claims  Simpson,  "and  our  research  shows  that  Matey  is  now 
a  regular  repeat  purchase  by  the  majority  of  mothers  of  children 
under  12  years  old." 

An  important  point  to  remember  when  bathing  children  is  to 
keep  the  water  at  a  reasonable  temperature.  The  old-fashioned  way 
to  test  the  heat  or  "coolth"  of  the  water  was  to  immerse  an  elbow  in 
it — the  modern,  and  more  effective  way,  is  to  use  a  bath  ther- 
mometer, like  the  Lord  Randolph  novelty  bath  thermometers. 

•  Possibly  the  sector  of  the  market  with  the  greatest  growth  poten- 
tial is  shower  additives.  Nicholas  with  Radox  Showerfresh  claims  to 
have  been  the  first  into  the  UK  market  and  to  be  the  only  product  in 
the  market  continuing  to  show  substantial  growth.  "We  believe  that 
the  potential  of  the  shower  market  has  only  just  begun  to  be 
realised  with  shower  installations  in  the  UK  growing  at  about 
500,000  per  annum,"  concludes  Simpson.  "Showerfresh  is  cur- 
rently being  supported  on  radio  with  commercials  featuring  Peter 
Cook  and  Dudley  Moore  which,  when  first  broadcast  last  year, 
helped  to  double  sales." 

The  addition  of  various  herbs  to  a  bath,  as  evidenced  by  the 
popularity  of  Radox  herbal  bath  and  Badedas,  has  come  to  some- 


ions 


thing  of  a  head  with  Bayers  Bodykin  range.  There  are  four  pro- 
ducts, each  containing  herbs  which  are  said  to  produce  different 
effects  and  therefore  "offer  the  user  an  infinite  variety  of  bathing 
experiences."  Consumers  can  mix  and  match  these  products  as 
well,  causing  Bayer  to  dub  the  Bodykin  range  a  new  "cocktail" 
concept  in  bathing.  The  four  products  are  called  indulgence,  con- 
taining horse  chestnut  and  melissa;  relaxation  with  valerian  and 
hop  flowers;  vitality  with  pine  and  birch,  and  moisturising  skincare 
with  hamemelis  and  chamomile. 

The  company  says  that  there  are  two  main  factors  underlying  the 
product's  development.  First,  the  increasingly  high  premium  that 
the  stresses  and  ultra-sophistication  of  modern-day  life  place  on 
good  skin  care;  hence  the  role  of  Bodykin's  moisturising  skincare. 
And  second,  the  gathering  momentum  of  the  "back  to 
nature"  movement — particularly  evident  in  the 
food  industry  and  increasingly  so  in  cos- 
metics and  toiletries. 

Explaining  the  background  to  the 
product,  brand  manager  Richard  Hart 
of  Bayer  UK's  consumer  products 
group,  says:  "Bath  additive  pro- 
ducts currently  available  in  the 
UK  attempt  to  provide  a  single 
solution  to  a  select  group  of 
needs.  In  effect,  they  assume 
that  the  user  constantly  re- 
quires the  same  kind  of  bath. 
The  idea  behind  Bodykin  is 
that  bathing  needs  and  moods 
are    not    constant.  With 
Bodykin  a  user  can  create  an 
'original'  bathing  experience  to 
match  different  moods — and  it  can 
be    anything    from    exotic  to 
invigorating."   The   fragrances  for 
Bodykin  have  been  produced  by  Haar- 
mann  and  Reimer  Ltd,  a  wholly-owned 
subsidiary  of  Bayer  UK  and  one  of  the 
world's  leading  suppliers  of  perfumes  to  the  cos- 
metics and  toiletries  industry. 

A  spokesperson  for  Franchise  Fragrance  &  Cosmetic  Dis- 
tributors (UK)  Ltd  who  import  the  Florbath  range  of  bath  additives 
feels  that  the  UK  market  is  "rapidly  becoming  more  sophisticated 
due  to  the  large  influx  of  products  from  France  and  Italy."  They 
also  believe  that  Florbath  is  an  ideal  example  of  this  trend,  in 
particular  that  its  "packaging  is  of  paramount  importance,  not  only 
tor  protection  and  convenience,  but  also  to  aid  the  sales  operation 
due  to  the  extreme  competitiveness  for  counter  space  and  actual 
time  given  by  sales  staff  to  selling  the  toiletries." 

Contrary  to  the  experience  of  many  other  companies  Franchise 
Fragrances  say:  "It  would  appear  that  there  is  still  a  large  market  in 
the  UK  for  bath  crystals  and  talcum  powder,  both  of  which  have 
now  become  practically  obsolete  on  the  Continent  (in  fact  the  bath 
crystals  in  the  Florbath  range  have  surprised  even  us  by  their 
popularity).  This  is  probably  due  to  the  fact  that  we  are  still  a  nation 
that  prefers  to  bath  than  shower  due  to  our  climatic  conditions  and 
the  relative  lack  of  showers  in  British  homes." 

Numerous  other  products  crowd  your  shelves  clamouring  for  the 
attention  of  the  bath  additive  buying  public — Badedas,  Midas,  the 
Fenjal  range,  the  new  Norsca  products  capturing  the  "freshness  of 
Scandinavia",  the  established  Imperial  Leather  bathing  foam  and 
the  newer  shower  foam  described  as  a  complete  "all-over"  body 
shampoo  specially  developed  for  use  by  all  the  family.  Cussons  say 
that  Imperial  Leather  shower  foam  is,  in  effect,  two  products  in 
one — a  liquid  soap  for  the  body  and  a  shampoo  for  the  hair.  Its 
fragrance  has  added  herbal  freshness  and  it  is  enriched  with  con- 
ditioner said  to  leave  the  hair  and  skin  feeling  "soft,  smooth  and 
cared  for." 


Cooper  Health  Products  have  recently  introduced  a  new  bath  oil  to 
the  UK  market  which  is  said  to  be  ideal  for  treatment  of  dry, 
sunburned  or  chapped  skin.  Cooper  Health  market  the  Aveeno 
skin  care  range  and  bath  products.  The  new  product  is  said  to  offer 
positive  advantages  over  the  other  bath  oils."  The  company 
describes  it  as  the  only  bath  oil  which  combines  the  lubricating 
properties  of  mineral  oil  with  the  soothing,  conditioning  benefits  of 
colloidal  oatmeal — a  special  and  medically  approved  concentrate 
derived  from  natural  oat  grain  for  treating  skin  conditions. 

The  colloidal  oatmeal  in  Aveeno  bath  oil  is  said  to  contribute  to  a 
more  even  and  better  dispersion  of  the  oil  in  bath  water — both  hot 
and  tepid.  Laboratory  tests  have  demonstrated  that  Aveeno  stays 
dispersed  far  longer  than  other  bath  oils,  ensuring  all  parts  of  the 
body  are  exposed  to  the  colloidal  oatmeal  and  oil. 
Ordinary  bath  oils  tend  to  float  on  the  surface 
of  the  water  coating  the  skin's  surface  only 
superf  icially  as  the  person  gets  out  of  the 
bath,  says  the  company. 

With  a  pH  of  six,  Aveeno  products 
help  maintain  the  skin's 
normal  acid  mantle  and  preserve 
the  normal  skin  pH,  without 
drying  or  irritating.  By  contrast, 
most  soap  products  are  alkaline 
and  change  the  skin's  normal 
mildly  acid  pH  to  alkaline, 
and  weaken  the  skin's 
protective  mechanism.  Thus 
people  with  sensitive  skin — 
some  10  per  cent  of  the  popu- 
lation— will  benefit  by  avoiding 
the  use  of  soap-based  products. 
All  the  ingredients  in  Aveeno 
bath  oil  are  hypo-allergenic  and 
non-irritating.  There  are  no  dyes  and 
the  added  perfume  is  mild,  making  the 
bath  oil  a  "unisex"  product.  Used  regularly, 
the  product  is  said  to  have  soothing  properties 
which  offer  effective  relief  to  dry  or  irritated  skin, 
and  provide  a  protective  film  against  moisture  loss. 
Although  talc  is  declining  in  popularity,  as  already  stated,  one 
company  which  is  finding  that  continued  advertising  support  gives 
sales  a  boost  is  Johnson  &  Johnson.  "Johnson's  baby  powder  gives 
bathtime  a  whole  new  twist,"  is  indeed  the  theme  for  J&J's  new 
television  campaign  for  the  product.  The  30  second  commercial,  to 
the  music  of  "Twist  &  Shout",  shows  Johnson's  baby  powder  being 
used  after  a  bath.  This  new  commercial  which  was  first  transmitted 
in  March,  and  again  in  June  is  scheduled  for  a  third  burst  in 
September.  By  the  end  of  1 979  the  commercial  will  have  run  in  over 
one-third  of  the  country,  and  all  the  information  to  date  indicates 
that  the  consumer  is  responding  well  to  the  advertising. 

Johnson's  Baby  Oil  has  a  variety  of  different  cosmetic  uses, 
including  its  use  as  a  bath  additive.  Within  this  market,  worth  £17 
million.  Johnson's  baby  oil  is  said  to  be  a  fast  growing  product. 
"Johnson's  baby  oil  .  .  .  it's  pure  beauty"  is  the  theme  for  a  new 
television  campaign.  The  campaign  features  a  30  second  com- 
mercial entitled  "Ballerina".  The  advertising  is  designed  to  com- 
municate that  Johnson's  baby  oil  will  keep  women's  skin  soft, 
smooth  and  supple  because  it  is  a  pure,  light  oil  that  can  be  used  in  a 
variety  of  different  ways,  including  the  use  as  a  bath  oil.  In  the 
commercial,  a  ballerina  mimes  the  various  uses. 

British  bathing  then,  now  offers  innumerable  possibilities  for 
sales;  crystals,  liquids  and  even  "cocktails"  to  put  into  the  bath;  or 
gels  and  concoctions  which  can  be  used  with  a  shower  all  over  the 
body  and  hair;  oils  and  creams  with  which  to  condition  the  skin  after 
a  bath;  talc  and  body  splashes  with  which  to  freshen  up,  not  to 
mention  good  old  soap  with  which  to  wash  it  all  off  again  if  the  fancy 
takes  you! 
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The  daily  male  ritual 


You've  probably  seen  the  current 
television  advertisement  for  Wilkinson 
Swords  newest  razor — the  Profile.  A  man 
with  a  flat  square  face  says  that  he,  and 
all  others  like  him,  find  it  easy  to  get 
a  good  shave  with  almost  any  razor 
However,  he  continues,  there  are  other 
men  with  strange,  curvy  faces  who  have 
more  of  a  problem.  Naturally  enough  the 
advertisement  claims  that  the  Profile 
swivel  head  razor  is  the  answer  for  these 
men.  Schick  and  Gillette  would  un- 
doubtedly say  that  their  pivot  head  razors 
do  just  as  well,  if  not  better,  but  it  is  not 
their  advertisement. 

Most  men  have  been  possessed  of  these 
strange,  curvy  faces  for  thousands  of 
years,  and  for  some  of  that  time  a  few 
have  tried  to  shave  them.  It  is  said 
that  Alexander  the  Great  started  the 
fashion  in  the  western  world.  He  ordered 
his  soldiers  to  be  clean  shaven,  not  be- 
cause he  wanted  them  to  look  smart,  but 
because  in  hand  to  hand  fighting  a  beard 
could  give  an  enemy  a  dangerous  hand- 
hold. Some  older  civilisations  had  re- 
moved facial  hairs  simply,  but  painfully, 
by  plucking  them  out  one  by  one. 

During  the  middle  ages  in  this  country 
beards  went  in  and  out  of  fashion.  The 
razors  that  were  in  use  then  were  often 
little  more  that  a  sharp  kitchen  knife  or 
a  dagger.  It  was  during  Elizabethan  times 
that  the  barber  really  came  into  his 
own.  Gentlemen  would  often  spend  a 
large  part  of  their  day  in  his  shop,  the 
talk  in  those  shops  kept  the  gentlemen 
almost  as  well  informed  as  newspapers 
today. 

It  was  the  cut  throat  razor  that  was 
used  from  this  time  for  many  years  but 
despite  this  fearsome  looking  weapon, 
which  few  men  could  actually  wield 
themselves,  shaving  grew  in  popularity. 
A  story  has  it  that  during  a  stay  in 
London  Casanova  heard  his  friend,  Lord 
Pembroke  telling  his  valet  to  shave  him. 
"But,"  said  Casanova,  "there's  not  a 
trace  of  beard  on  your  face".  "There 
never  is,"  replied  the  other,  "I  get  myself 
shaved  three  times  a  day  .  .  .  When  I 
change  my  shirt  I  wash  my  hands;  when 
I  wash  my  hands  I  have  to  wash  my 
face,  and  the  proper  way  to  wash  a  man's 
face  is  with  a  razor." 

In  1895  King  Camp  Gillette  invented 
the  safety  razor.  Strictly  speaking  his  was 
not  the  first  safety  razor.  In  1762  a 
Frenchman  produced  one;  a  cut-throat 
with  a  metal  guard  just  below  the  edge 
which  ensured  that  any  wound  would  be 
superficial  and  not  fatal,  which  was  com- 
forting. A  similar  guarded  razor  was  the 
favourite  weapon  of  the  race  gangs  in 
the  1930s;  they  could  be  certain  of  slash- 
ing a  victim  without  killing  him. 


It    was    the    persistent    nicking    and  Barry  Coldbreath,  marketing  manager 

'blood  letting  occasioned  by  the  use  of  of  Philips  personal  care  appliances,  says 

cut-throats  that  drove  King  C.  Gillette  firmly:     "We    have    seen    very  real 

to  find  a  new  way  of  shaving.  It  took  benefits   from   our   national   Press  and 

him  six  years  to  get  the  safety  razor  on  television  advertising  in  improving  and 

the  market  and  when  finally  he  managed  consolidating  our  lead  in  the  dry  shaver 

it  with  the  aid  of  a  mechanic  with  the  market.  This  reinforces  our  intention  to 

unfortunate  name  of  William  Nickerson,  continue  to  give  advertising  and  other 

it  was  an  instant  flop.  In  the  first  year  promotional  support  to  our  products  in 

he    sold    51    razors    and    168    blades.  a  big  way." 

Happily  a  backer  with  marketing  ideas  Braun    who    only    introduced  their 

saw    the    possibilities   and   within    five  range    of    dry    shavers    into    the  UK 
years  the  annual  sale  of  blades  was  more 
than  13  million. 

For  sixty  years  after  the  introduction 
of  the  safety  razor  there  were  virtually 
no  improvements,  although  the  Gillette 
company  was  soon  joined  in  the  market 
place.  These  wet  shaving  manufacturers 
were   made   somewhat   nervous   in  the 

1920s  by  the  introduction  of  the  electric  comparatively  recently  tell  us  that  the 

shaver,  but  in  Britain  at  least  this  did  male  dry  shaver  market  has  increased 

not  have  the  traumatic  effect  it  threat-  by  over  15  per  cent  during  the  last  year 

ened.  Today  about  73  per  cent  of  all  from  1.3  million  units  to   1.5  million, 

males  in  Britain  are  still  wet  shavers.  of  which  they  say  they  have  taken  25 

Philips  however  claim  nearly  fifty  per  per  cent.  This  growth  is  believed  to  be 
cent  of  that  dry  shaver  market,  and  are  due  to  increased  expenditure  and  promo- 
confident  that  the  innovations  in  the  wet  tional  activity  in  the  market  section 
shaver  section  are  unlikely  to  affect  especially  from  Braun  and  Phillips, 
their  dominant  position  in  the  market  Martin  O'Neill  of  Braun  sees  1979  as 
as  a  whole.  Sales  of  the  Philishave  bringing  a  further  steady  increase  of  the 
range  of  mains  and  battery-operated  total  market,  although  not  as  significant 
shavers  reached  around  three  quarters  as  that  in  1978,  but  with  Braun  conti- 
of  a  million  last  year,  and  continue  to  nuing  to  take  a  bigger  market  share, 
rise,  they  say.  "Braun  are  doubling  their  promotional 

The  considerable  activity  in  the  wet  expenditure  on  shavers"  he  says,  "and  are 
shaver  section  and  buoyant  sales  of  developing  a  very  exciting  shaver  corn- 
disposable  razors  is  seen  as  a  threat  to  mercial  for  their  pre-Christmas  cam- 
cheaper  refillable  razors,  rather  than  paign.  This  new  commercial  and  the 
electric  shaver  sales.  Research  has  shown  increased  weight  of  advertising  combined 
that  electric  shaver  owners  remain  re-  with  Braun's  aggressive  pricing  policy 
markably  faithful  to  their  method  of  will  ensure  that  Braun  takes  an  even 
shaving,  and  to  the  brand  they  use.  bigger    segment    of    the    market  this 


"most  men  have 
strange,  curvy 
faces . . ." 
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Christmas.  We  envisage  that  this  impact 
will  reflect  on  chemists'  sales,  especially 
as  shavers  have  a  very  high  gift  pur- 
chase which  is  particularly  relevant  in 
the  chemist  sector  with  their  large  female 
clientele. 

To  return,  however,  to  innovations 
that  have  taken  place  in  the  wet  shaver 
market  in  recent  years  we  see  that  it 
was  during  the  1960s  that  things  began 
to  change.  First  came  the  introduction  of 
stainless  steel  blades,  then  followed 
blades  with  polymer  coatings  which  made 
them  smoother  and  longer  lasting. 

A  really  big  impact  was  made  on  this 
market  however  with  the  introduction 
of  shaving  systems,  like  Gillette's  Tech- 
matic.  Instead  of  blades  this  used  a  con- 
tinuous band  of  steel  enclosed  in  a  small 
plastic  cartridge.  Soon  this  was  joined 
by  similar  products  from  the  other 
manufacturers,  notably  Wilkinson  Sword 
and  Schick.  In  the  early  70s  this  system 
was  further  improved  by  the  use  of  two 
blades  used  in  tandem  to  give  the 
"closest  possible  shave".  The  Wilkinson 
Sword  Bonded,  the  WII  and  the  Gillette 
Gil  have  all  contributed  to  improved 
shaving  performance  giving  a  safer, 
smoother  and  more  comfortable  shave 
with  blades  whose  sharpness  is  protected 
by  the  very  nature  of  the  blade  design. 

Unexpected  newcomer 

For  a  while  the  market  looked  comfort- 
ably settled,  concentrating  on  the  im- 
provement of  these  bonded  and  double 
edge  blade  systems  when  a  totally 
unexpected  newcomer  burst  upon  the 
scene  with  a  frighteningly  simple  idea. 
Good,  cheap  razors  which  could  be  used 
a  few  times  and  then  thrown  away.  Into 
the  age  of  instant  obsolescence  came  the 
disposable  razor.  And  the  company  who 
brought  it  in  was  called  Biro  Bic. 

Hang  on  a  minute,  we  hear  you  cry, 
they're  the  pen  people  aren't  they? 
Certainly,  but  after  all  what  sort  of  pen 
did  the  company  make  famous?  Dispos- 
able wasn't  it? 

Anyway  the  arrival  and  instant  success 
of  Bic's  disposable  razor  certainly  stirred 
up  the  market.  Gillette,  Wilkinson  and 
Schick  all  came  out  with  throw-away 
razors  and  sales  rocketed.  Bic  say  that 
their  position  in  this  market  is  now 
consolidated,  so  that  the  product  can 
make  steady  gains  from  a  level  of  turn- 
over which  puts  Bic  firmly  out  front  in 
disposable  sales.  The  company  now 
announces  that  they  will  be  "making 
further  strong  advances"  in  the  early 
autumn  with  a  new  television  and  poster 
campaign  which  will  be  backed  by  more 
advantageous  offers  to  retailers. 

Bic  marketing  director  Edward  Rams- 
den  Freeman  declines  to  give  any  details 


of  the  planned  push  at  this  stage  but  is 
confident  that  "the  company's  approach, 
of  consistently  giving  the  retailer  every 
possible  advantage  whenever  the  product 
is  promoted,  has  paid  handsome  divi- 
dends to  both  Bic  and  the  trade". 

However  as  if  to  silence  the  insubordi- 
nant  voice  of  the  upstart  Bic,  the  dour 
tones  of  one  of  the  big  boys,  Wilkinson 
Sword  chimes  in  at  this  stage  with  this 
reminder:  "Despite  the  attention  which 
has  been  focused  on  one-piece  disposable 
razors  over  recent  months,  and  despite 
their  low  price,  it  is  worth  remembering 
that  blades  for  refillable  razors  still  ac- 
count for  over  80  per  cent  of  blade 
market  sales. 

"Perhaps,"  they  continue,  "this  re- 
silence  is  due  to  the  factor  which  above 
all,  has  characterised  the  development  of 
the  blade  market:  the  commitment  of  the 
major  companies  to  giving  the  consumer 
a  better  and  better  shave." 

Evolutionary  stir 

And  the  latest  of  the  systems  in  this 
evolutionary  process  (who  would  have 
thought  that  simply  trying  to  get  rid  of 
hair  from  a  man's  face  could  be  so 
exciting!)  has  caused  as  much  if  not 
more  of  a  stir  than  all  the  others  put 
together — a  pivoting  head  razor. 

Initially  this  sounds  almost  as  danger- 
ous as  the  old  cut  throats,  but  basically 
as  the  advertisement  for  Wilkinson's  pro- 
duct in  this  field,  the  Profile,  shows,  it  is 
a  very  simple  idea.  The  shaving  head  is 
fairly  free  moving  and  so  adapts  itself 
to  the  contours  of  a  man's  face  making 
sure  that  each  facet  is  cleanly  shaved. 
Indeed,  Gillette's  pivot-head  razor  is 
called  Contour. 

Wilkinson  say  that  consumer  testing 
shows  that  85  per  cent  of  wet  shavers 


like  the  Profile  at  least  as  much  as  the 
best  of  the  "fixed  head"  systems.  "It  is 
because  they  represent  another  clear  step 
forward  in  shaving  performance  that 
marketing  emphasis  is  being  put  behind 
pivoting  head  products.  They  have  grown 
to  12  per  cent  of  sales  value  over  18 
months  in  the  USA — at  least  paralleling 
the  growth  rate  of  anything  that  has 
gone  before.  The  category  is  expected  to 
grow  even  faster  in  the  UK  because  it  is 
more  competitive  and  is  attracting  more 
expenditure. 

"In  summary,"  say  Wilkinson,  "pivot- 
ing head  razors  have  been  designed  for 
the  shaver  who  wants  the  best  in  shaving 
and  who  is  prepared  to  pay  a  little  more 
than  the  base  price  to  get  the  best. 
Certainly  the  Profile  handle  has  been 
designed  to  bring  back  the  prestige  to 
shaving  and  to  provide  the  substance  and 
solidity  which  the  shaver  was  always 
accustomed  to  in  his  double-edged  razor." 

Ritual  extension 

Another  aspect  of  man's  daily  shaving 
ritual  involves  the  use  of  pre,  during 
and  post  shaving  products.  In  the  past 
the  British  male  has  been  more  than  wary 
of  these  products,  particularly  the  after- 
shave type  that  smelled.  Even  deodorants 
with  their  more  obvious  benefits  had  a 
hard  time  being  accepted  by  the  all  virile, 
all  pongy  British  man.  Eventually  Old 
Spice  and  Brut  made  their  point  and  now 
it  seems  there's  almost  no  holding  the 
male  fragrance  market,  indeed  there  is 
even  a  move  away  from  aftershaves 
which  can  be  explained  away  by  being 
a  useful  product  and  towards  colognes 
which  are  simply  for  making  a  person 
smell  nice.  Shock,  horror! 

There  have  been  many  moves  in  this 
market  place  in  recent  months.  One  of 
them,  Cussons  launch  of  the  new  Imperial 
Leather  Classic  range  is  discussed  on 
page  5  and  Parfums  Roberre's  two 
contenders  were  featured  in  our  last  issue 
(C&D's.  Beauty  Business,  June  9,  p2). 
Indeed  our  regular  Counterpoints  pages 
monitor  the  goings-on  in  this  market  very 
closely. 

We  have  seen  Yardley  consolidate  one 
of  their  most  popular  ranges,  Faberge 
introduce  20:21  with  all  the  razzle  dazzle 
we  have  come  to  expect  of  them  and 
Shulton  add  a  third  name  to  their  arsenal 
with  Mandate's  recent  national  launch. 
Crabtree  &  Evelyn  offer  a  range  of  fine 
products  for  men,  scented  with  sandle- 
wood;  they  are  offered  to  the  "discerning 
man"  and  Jovan  with  their  clever  market- 
ing policies  will  soon  be  adding  to  their 
range.  So  we  can  predict  with  some 
confidence  that  there  will  be  a  lot  more 
movement  and  excitement  in  this  market 
over  the  next  year. 
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SELLING 


Every  week  C&D 
endeavours  to  keep 
readers  up  to  date 
with  various  adver- 
tising campaigns  'be- 
ing undertaken  by 
the  manufacturers  of 
products  sold 
through  pharmacies. 
We  tell  you  of  the 
vast  sums  of  money 
which  these  com- 
panies spend  on  pro- 
moting their  pro- 
ducts sold  through 
pharmacies  and  we 
outline  the  way  they 
do  it.  What  we 
haven't  done,  up  to 
now,  is  give  you 
some  idea  of  what 
these  fairy  tale 
figures  with  all  the 
noughts  on  the  end 
actually  mean  in 
terms  of  their  effectiveness  to  persuade 
'  people  to  purchase  a  particular  product. 

Take,  for  instance,  this  piece  of  in- 
formation which  might  appear  on  a 
Counterpoints  page:  Nocasti  Ltd  are 
spending  £7,659.51  on  an  advertising 
campaign  for  their  product  Supane- 
wonder.  Extensive  television  advertising 
is  planned  and  full  colour  page  advertise- 
ments will  appear  in  leading  women's 
magazines.  Questions  immediately  arising 
from  that  piece  of  news  are;  in  which 
areas  is  that  television  commercial  going 
to  be  seen  and  how  often;  which  "lead- 
ing women's  magazines"  will  be  chosen 
and  why;  what  sort  of  women  will  be 
reading  the  magazines  chosen  or  are 
likely  to  be  watching  television  at  the 
times  the  advertisements  are  shown;  and 
what,  when  'broken  down,  does  that 
figure  of  £7,659.51  really  mean? 

Figures  taken  from  April  '79  prices 
show  that  a  full  page  black  and  white 
advertisement  in,  say,  the  Daily  Mail, 
costs  £6,175,  while  a  similar  full  page 
advertisement  in  the  Guardian  costs 
£5,375.  A  full  page  colour  advertisement 
in  the  Observer  magazine  costs  £3,725 
and  two  facing  pages  in  the  Radio  Time* 
will  set  the  advertiser  back  £12,375. 

Turning  to  women's  consumer  maga- 
zines we  find  that  the  standard  rate  in 
Woman  for  a  full  page  is  £5,760  while 
the  same  in  colour  is  £8,220,  so  if 
Nocasti's  total  advertising  spend  is  going 
to  be  £7,659.61  a  series  of  advertisements 
in  "leading  women's  magazines"  is  likely 


Advertising- 
planning  a  campaign 


to  consist  of  tiny  quarter  pages  appear- 
ing only  occasionally.  Especially  if  they 
are  also  going  to  advertise  on  television 
where  a  30  second  spot  on  a  Tuesday 
between  6.15pm  and  10.25pm  in  the 
Granada  area  alone  will  cost  punters 
£2,200.  Four  or  five  of  these  added  to 
the  actual  cost  of  making  the  advertise- 
ment can  soon  make  large  holes  in  pro- 
posed advertising  budgets.  Television 
rates  vary  from  area  to  area  and  depend 
on  the  time  of  the  day  the  advertisement 
is  shown.  Another  example  would  be  a 
30  second  spot  on  a  Saturday  morning 
in  the  Border  area  which  costs  a  mere 
pound  a  second. 

Rates  on  commercial  radio  also  vary 
considerably  from  area  to  area — a  30- 
second  spot  on  Capital  Radio  (London) 
on  a  Wednesday  afternoon  could  cost 
only  £10  but  a  30  second  burst  at  lunch- 
time  on  Radio  City  (Liverpool)  could  be 
£65.  Other  variables  to  be  taken  into 
account  are  lower  rates  if  a  series  of 
advertisements  is  booked  and  so  on  but 
nevertheless  staggering  sums  are  soon 
swallowed  up  when  the  cost  of  buying 
space  in  magazines  and  taking  time  on 
television  is  taken  into  account.  People 
in  these  businesses  forget  what  a  50p 
piece  looks  like — all  they  count  are  the 
noughts. 

How  a  manufacturer  decides  which 
medium  to  use  or  in  which  magazines  to 
place  Press  advertisements  is  another  ball 
game  entirely,  and  in  order  to  understand 
what  they  hope  to  achieve  we  should  go 


to   the  grass  roots 
and  take  a  look  at 
what  advertising  is. 
The     Institute  of 
Practitioners  in  Ad- 
vertising tell  us  that; 
"advertisements  are 
a    form    of  com- 
munication .  .  .  man- 
ufacturers talking  to 
their  customers  .  .  . 
The  primary  purpose 
....  is  to  sell  goods 
or  services  at  a  pro- 
fit to  the  company 
manufacturing  or 
providing  them". 
They  add  that  as  far 
as  the  public  is  con- 
cerned advertise- 
ments offer  a  wide 
variety    of  sugges- 
tions to  people  with 
money     to  spend. 
They  also  sum  up 
in  a  nutshell  what  good  advertising  is — 
"good  advertising  presents  the  most  per- 
suasive possible  selling  message  to  the 
right  target  group  for  the  product  or 
service  at   the   lowest   possible  media 
costs".  This  is  extremely  important  and 
before    undertaking     any  advertising, 
manufacturers  or  their  agents  must  start 
with  a  basic  six  point  plan.  They  must: 
have  the  right  product; 
sell  it  to  the  right  people; 
tell  them  the  right  things; 
say  those  things  the  right  way; 
at  the  right  time  and 
in  the  right  place. 
Having  the  right  product  is  of  course 
entirely  up   to  the  manufacturers  but 
what  they  must  do  is  decide  why  they 
want  to  advertise  it.  Is  it  to  increase  the 
public's  awareness  of  a  product?  For 
most  advertisers  their  one  main  purpose 
is  to  increase  people's  knowledge  of  their 
existence.  This  awareness  can  be  mea- 
sured as  spontaneous  or  prompted. 

Spontaneous  awareness  will  show  the 
number  of  people  mentioning  each  par- 
ticular manufacturers  name  in  answer  to 
the  open  ended  research  question — what 
makes  of  sunglasses  have  you  heard  of? 
For  prompted  awareness  the  respondent 
is  shown  a  printed  list  of  all  sunglasses 
on  the  market  and  asked  which  she  has 
heard  of.  Ideally  all  advertisers  would 
like  their  product  to  be  as  spontaneously 
memorable  as  Guinness  or  Coca  Cola. 

Advertisers  might  want  their  advertise- 
ments actually  to  change  people's  atti- 


1. 

2. 
3. 
4. 
5. 
6. 
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tudes,  or  they  may  want  to  generate  a 
direct  response.  Whatever  other  objectives 
they  may  have,  one  tends  to  be  para- 
mount and  that  is  to  increase  sales.  Or  in 
some  cases  to  reverse  sales  decline.  Other 
objectives  include  encouraging  retailers  to 
stock  the  advertised  brand;  reassuring 
existing  customers  that  they  have  made 
the  right  decision  and  possibly  encourag- 
ing them  to  use  more,  and  finally  to 
keep  the  cost  of  entry  into  the  market 
high  enough  to  deter  new  competition. 

Turning  to  the  question  of  how  much 
is  actually  spent  on  these  campaigns  and 
how  the  advertiser  decides  Which  medium 
to  use  we  find  that  the  very  size  of  this 
budget  may  in  itself  rule  out  certain 
media.  Which  is  why  experienced  adver- 
tisers pay  so  much  attention  to  careful 
calculation  of  their  media  selection.  To 
do  this  they  must  be  equally  careful 
about  deciding  exactly  who  they  are 
aiming  the  advertising  at — they  must 
specify  their  target  market.  The  most 
brilliantly  effective  sun  tan  lotion  com- 
mercial will  be  completely  wasted  on  an 
audience  who  never  sun  bathe!  Thus 
the  target  market  is  defined  as  that  sec- 
tion of  the  population  most  likely  to  buy 
the  product. 

The  first  way  to  define  a  target  market 
is  demographically — 'this  is  in  terms  of 
age,  sex,  region,  socio-economic  class, 
marital  status  and  number  of  children, 
then  in  terms  of  ownership  df  relevant 
other  goods  and  thirdly  in  terms  of  rele- 
vant character  habits.  Roughly  they  will 
then  discover  whether  they  want  to 
advertise  to  a  middle  aged  woman,  who 
would  probably  describe  herself  as  a 
"housewife"  with  2.5  children  living  in  a 
semi-detached  house  in  the  stockbroker 
belt  of  a  town  and  who  is  concerned 
about  conservation  of  the  earth's  re- 
sources and  whether  her  children's  teeth 
are  whiter  than  her  neighbours,  or 
whether  they  are  aiming  at  a  young  man 
who  has  just  left  school,  is  looking  for 
his  first  job,  living  at  home  and  is  con- 
cerned whether  his  mates  think  he's 
manly  enough. 

Having  taken  all  those  characteristics 
of  the  target  audience  into  account  the 
advertiser  must  then  decide  which  media 
is  going  to  be  the  most  successful  vehicle 
for  his  message.  Within  the  Press 
medium  are  the  sub  divisions  of  national 
or  regional  newspapers,  consumer,  trade 
or  technical  magazines.  Looking  at  the 
relevant  advantages  or  disadvantages 
within  these  divisions  we  find  the  very 
large  circulations  of  national  newspapers 
and  the  cost  per  readership  is  advan- 
tageous— for  instance  if  the  cost  of  inser- 
tion is  £5,500  and  the  audience  is  estima- 
ted at  3,500  then  the  cost  per  thousand 
head  df  population  is  £1.56 — as  are  the 
prestigiousness  and  flexibility,  and  space 
is  quick  and  easy  to  book.  Against  that 
must  be  set  the  lack  of  colour  avail- 
ability, poor  reproduction  and  the  static 
quality  that  is  relevant  to  all  Press  adver- 
tising. Regional  newspapers  are  ideal  for 
local  campaigns  and  test  markets  but  they 
are  more  expensive  per  head  of  popul- 
ation than  nationals  and  still  have  the 
disadvantage  of  being  static,  predomin- 


antly black  and  white  and  suffering  from 
poor  reproduction. 

There  is  a  great  diversity  of  consumer 
magazines  to  chose  from  and  most  are 
in  colour  with  good  reproduction.  They 
often  carry  related  editorial  which  is  re- 
levant to  the  product  and  they  can  reach 
"minority"  audiences  such  as  keepers  of 
the  Greater  Spotted  Bee.  Because  of 
printing  times  however,  especially  on 
the  monthlies,  these  magazines  can  be 
fairly  inflexible  and  small  circulations  can 
in  some  cases  mean  higher  cost  per 
thousand.  Trade  and  technical  magazines 


stopper 


are  ideal  for  industrial  advertisers,  have 
good  reproduction,  colour  availability 
and  carry  editorial  related  to  products. 
They  are  less  flexible  than  newspapers 
but  more  so  than  consumer  magazines. 

With  television  advertising  comes 
sound  and  movement  and  very  high 
coverage,  almost  half  of  which  is  now  in 
colour.  It  can  be  used  either  as  a  national 
or  regional  medium  but  it  is  extremely 
expensive,  inflexible  as  far  as  time  is 
concerned,  is  still  black  and  white  for  the 
second  half  of  the  population,  is  not  seen 
at  all  by  almost  10  per  cent  of  that 
population  and  even  those  who  do  own 
a  set  do  not  watch  continuously  so  you 
might  miss  the  less  frequent  viewers  like 
AB  classes  and  teenagers.  Cinema  adver- 
tising is  ideal  for  younger  audiences,  can 
also  be  used  either  nationally  or  region- 
ally, has  sound,  movement  and  colour 
and  can  even  achieve  audience  involve- 
ment. 

It  is  slightly  inflexible  from  the  point 
of  view  of  time  and  it  is  difficult  to 
achieve  repetition  of  the  advertising  mes- 
sage. Radio  is  still  relatively  inexpensive 
and  is  ideal  for  local  campaigns,  it  is 
flexible  and  producing  commercials  is 
cheap  but  a  high  frequency  of  repetition 
is  needed  and  there  is  a  somewhat  low 
coverage,  it  is  not  yet  a  national  medium. 
And  there  is  a  loss  of  colour  and  move- 
ment. Posters  give  impact  and  colour 
with  high  visibility  which  tends  to  be 
close  to  shops  and  other  points  of  pur- 
chase. It  is  on  display  24  hours  a  day  and 


can  be  used  nationally  or  regionally  but 
once  again  there  is  little  flexibility  re  time 
and  it  is  usually  slow  to  generate  sales. 

Once  all  these  variables,  and  more, 
have  been  considered,  decisions  taken 
and  acted  upon,  the  advertiser  should 
have  a  campaign  which,  as  summarised 
earlier,  will  present  his  product  to  the 
right  people  in  the  right  way  at  the  right 
time  and  in  the  right  place.  If  he  has, 
consumers  should  respond  to  it  and  be 
encouraged  to  buy.  Which  is,  after  all, 
the  name  of  the  game. 

Advertisers  must  remember  however 
that  there  are  a  lot  of  things  that  adver- 
tising cannot  do.  It  cannot  get  repeat 
business  for  a  product  or  service  which 
does  not  represent  real  value  to  the  con- 
sumer. As  the  IPA  put  it,  "the  greater 
the  amount  of  advertising  put  behind 
poor  value  items,  the  larger  the  financial 
loss  to  the  advertiser.  The  consumer 
decides."  On  its  own  advertising  cannot 
always  make  instant  sales — it  takes  time 
to  build  up  a  business  and  reputation  so 
it  is  important  for  advertising  to  be  con- 
tinuous. And  advertising  cannot  sell 
things  which  are  not  available  in  the 
kinds  of  shops  or  outlets  where  con- 
sumers would  normally  expect  to  find 
them.  "Only  in  rare  cases  could  adver- 
tising succeed  in  encouraging  a  housewife 
to  search  for  a  particular  product  and 
accept  no  substitute". 

On  the  plus  side  however  advertising 
can  develop  a  direct  bond  between  pro- 
ducer and  customer.  This  is  very  impor- 
tant because  if  the  public  reputation  of  a 
company  is  destroyed  the  business  may 
never  recover.  It  is  also  a  form  of  guar- 
antee that  the  product  or  service  it  pro- 
motes will  deliver  value  to  its  users  and 
maintain  its  standards — no  rational  busi- 
nessman 'is  going  to  advertise  a  product 
that  does  not  live  up  to  its  claims,  and, 
indeed,  nowadays  if  he  does  so  the 
Advertising  Standards  Authority  will 
make  sure  he  ceases  forthwith. 

Advertising  ensures  that  people  are 
aware  they  have  a  choice.  As  the  saying 
goes — "there's  nowt  so  queer  as  folk" 
and  a  product  which  pleases  one  cus- 
tomer may  well  thoroughly  displease 
another.  In  a  free  society  both  must  be 
given  the  opportunity  to  suit  their  own 
preferences;  encouraging  such  choices 
develops  consumer  discrimination. 

Going  back  to  Nocasti  Ltd  and  their 
product  Supanewonder  then  we  have 
learned  that  if  they  have  decided  to  spend 
a  certain  sum  of  money  on  an  advertising 
campaign  and  have  outlined  their  target 
audience,  decided  on  the  media  in  which 
to  carry  an  advertisement,  the  right 
things  to  say  in  that  advertisement  and 
the  right  time  to  say  it — eg  summer  for 
a  sun  tan  lotion,  winter  for  a  cold  cure 
or  in  trade  advertising  during  the  appro- 
priate sell-in  period,  then  they  should 
have  a  vehicle  which  will  make  the  public 
want  that  product,  and  so  you  would  do 
well  to  have  it  on  your  shelves — and  on 
display — by  the  time  its  wanted.  That, 
basically,  is  why  we  tell  you  how  much 
manufacturers  are  spending  on  the  pro- 
motion of  a  product,  where  they'll  be 
spending  it  and  when. 
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